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SENEFELDER 


LITHOGRAPHIC SUPPLIES 








EJ verything to make the job easiew 





Absorbent Cotton 
Acids, Litho 
Acid Brushes 
Alum Powder 
Aluminum Plates 
Antifin Rubbe: 
Preserver 
Asphaltum Liquid 
Asphaltum Powder 
Berlin Paper 
Bronze Powders 
Bronzing Pads 
Carborundum Powder 
Caustic Soda 
Cellulose Cleaning 


Paper 
Charcoal Sticks 
Chemicals, Litho 
China Marbles 
Cold Top Enamel 
Collodion Emulsion 
Columbia Paper 
Cepierlack 
Cornelin Solution 
Correction Slips 
Counter Etch 

“Convenient” 
Crayon Holders 
Crayon Ink 


Each month we will 
briefly describe an 
outstanding item 
the Senefelder group 
of supplies for the 


lithographer. 





PRESSROOM MATERIALS 
OFFSET MOLLETON 


Senefelder Offset Molleton is made from long 
staple cotton possessing a fibre of high tensile 
strength, which does not come off the nap. It is 
especially suited for hard wear on high-speed 
offset presses and provides a strong cover and 
a firm cushion. 


Senefelder Offset Molleton has a uniform 
cross-weave texture throughout, giving it a per- 
fect surface for the transmission of water from 
the fountain to the plate. It transmits the water 
uniformly and will not leave any dry areas on 
the plate. 


in Senefelder Offset Molleton is made 40” wide 





ard offset presses. 


in two different thicknesses suitable for all stand- 
Grade No. 320 weighs about 
32 ounces to the lineal yard and grade No. 360 
about 36 ounces. 


Write for leaflet No. 142 describing char- 
acteristics of Offset Molleton. 








The Senefelder Company, Inc. 


“Everything for Lithography” 


32-34 GREENE ST. 


Crayon Pencils 
Crayon Transfer 
Paper 
slarems. _~ 
eep Etc upplies 
Developing Ink 
Double Etch Salt 
Duralac Lacquer 
Egg Albumen 
Engrav. Needles 
Engrav. Stones 
Etches 
Excelsior Paper 
Felt Daubers 
Film Filters 
Flannel. Litho 
Flint. Graining 
Fly Cord 


Fountain Etch 

French Chalk 

Gamburger Slips 

Gelatine Foils 

Glass Marbles 

Glycerine 

Graining Marbles 

Graining Quartz 

Gum Arabic 

Hand Rollers 

Hydroquinone 

Impression Rubber 
heeting 

India Paper 

Ink Mullers 

Ink Knives 

Ink Slabs 

Liquid Tusche 


NEW YORK, N. Y. 


Litho Inks 

Litho Stones 
Lump Pumice 
Magnesia Carb. 
Maple Balls 
Mica Powder 
Moleskin 
Molleton 

Mutton Tallow 
Negative Brushes 
Negative Collodion 
Negative Glass 
Negative Varnish 
Neg-O-Lac 

Nitric Acid 
Offset Blankets 
Offset Inks 
Offset Powder 


Opaque 

Palm Oil 

Pens, Litho 

= Slide Comparator 
hotographic Gelatine 
Planium Etch Salt 
Plates. Lithographic 
Press Boar 

Printing Inks 

Process Glue 

Process Oi 

Proofing Inks 

Pumice Powder 
Quartz, Graining 

Rolling-up Ink 

Rosin Powder 

Rubber Snake Slips 

Rubbing Stones 


Schumacher Slips 
Scotch Hone 
Scotch Slips 
Scotch Tape 
Scraper Leather 
Scraperwood 
Senebumen 
Senelac Varnish 
Sensitizers 
Sharp Etch 
Snake Slips 
Soapstone 
Sponges 
Steel Balls 
Steelclay Marbles 
Stone Cement 
Strecker Salt 
Sulphur Flour 
Tracing Blue 
Tracing Paper 
Transfer Ink 
Transfer Papers 
Transparency 
Solution 
Tusche 
Varnishes 
Wire Brushes 
Zinc Plates 
Ete., Ete. 
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Although Stanley White, well- 
known cost authority of the 
Lithographers National Associa- 
tion, spoke extemporaneously at 
the recent N. A. P. L. meeting, 
and therefore had no paper, we 
have persuaded him to write it 
all down for publication. It was 
too good a talk to be swallowed 
up in space and no record left. 
So it will appear next month 
under the same title announced 
at the convention: “What Is a 
Reasonable Mark-Up on Paper, 
Ink and Outside Work?” Based 
on the comments we have heard 
from those who heard Mr. 
White at the Park Central last 
September, this is an article no 
cost-conscious lithographer can 
afford to miss. 


Also on the fire for December: 
“Give Him a Gun,” a case- 
history account of how a West 
Coast lithographer, specializing 
in direct mail advertising, went 
after more business—and got it; 
an article on coated papers for 
offset reproduction by O. M. 
Curtis, Jr., of S. D. Warren 
Paper Co.; and an article on 
maps by Richard Falconer. 





THe Cover 

Maps have always fascinated man. In 
the picture *‘Stanley and Livingstone,” 
a stsll from which is on the cover, it was a 
map—and one, incidentally, in real life, 
which was produced by Forbes Litho 
Mfg. Co.—which led Stanley to Living- 
Stone. All of which is by way of announc- 
ing that one of the feature articles next 
month is about maps, a lithographed 
product very much in the news these days. 
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One reason why we have exactly right before it leaves 


grown to be the largest plate our plant 
graining plant in the world isthat every .. and it must leave on “time” or 
plate, no matter how small, must be sooner than promised. 


Zinc and Aluminum Plates 
UNGRAINED GRAINED REGRAINED 


We specialize in small plates; including plates 
for the Multilith. 


Service plus Quality — You get this important combination when 
you send your plates to us. 


LITHOGRAPHIC PLATE GRAINING CO. 
37-43 Box St., Brooklyn, I. Be of America, Ine. EVergreen 9-4260-4261 























HARD DRYING OFFSET 








WILL, according to pressmen 
who know by experience, IMPROVE 
THE QUALITY OF PRESS RUNS 
WHERE A HARD DRYING, DEEP-SET 
BLACK IS REQUIRED 


GAETJENS, BERGER & WIRTH, Inc. 


35 York St., Brooklyn, N. Y. 538 S. Clark St., Chicago, III. 


MANUFACTURERS OF PRINTING AND LITHO INKS, VARNISHES AND DRYERS 
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Over 80% of new offset presses 
are equipped with Ideal Rollers 


HIS silent endorsement of Ideal equipment by the 
manufacturers of presses for the lithographic trade 
should prove a dependable barometer. 








Follow the judgment of these experts who have profited 
by long experience and research in developing their 
presses to their present high state of efficiency. They 
are well qualified to know that Ideal Rollers will function 
in perfect coordination and do their share in producing 
the high quality of presswork you are entitled to expect, 
and with an absolute minimum of production cost. 





Ideal Lithographic Rollers bring out the best in the press, 
to the advantage of both manufacturer and user. 


May we offer the services of a competent representative 
located near you, who will be pleased to make an 
analysis of your individual roller requirements, and of 
course without the entailment of the slightest obligation. 


cm 
m4 





IDEAL ROLLER & MANUFACTURING CO. 


Branch sales offices are located in the principal cities 


CHICAGO, ILLINOIS ° . ° LONG ISLAND CITY, NEW YORK 
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A CRAMER PLATE 


SUPER CONTRAST P7@) >] CRACO LITH 
EVERY 
PANCHROME CONTRAST 
ALPHA ISO 


CRAMER “25” SPECTRUM PROCESS 








G. CRAMER DRY PLATE CO. 


New York ST. LOUIS OL ab Ker: 40) 








ntire operated, the new ATF Diafram Gun 
is more si and cheaper to operate... and priced GUN 
er than ever before! It tops four years of ATF Gun 
acy... in trouble-free performance and stream- . 
arance. Ask your ATF Salesman... or write at a lower puce! 
nearest ATF Branch Office for a copy of the des 


“<tc AMERICAN TYPE FOUNDERS 


200 Elm , Elizabeth, New Jer and Selling Agents in Twenty-four Principal Citie 
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| FOUNTAIN | 
SOLUTION | 


|| FOUNTAIN | 
| SOLUTION | 


Ss‘ 1890, constant con- 
trol of uniformity and 


continuous research in the 


tS & Vi 
a 


developing of new products . 
SUPER’ | 


have met the needs of the 
Lithographer, necessitating 
expansion of service facilities 
throughout this country and 
many other parts of the world. 
Our nearest plant offers 


you this complete service. 


fEREVER YOU ARE, THERE'S A PLANT TO SERVE You 


Sinclair and Valentine Co. 


MAIN OFFICE AND FACTORY: 611 WEST 129th STREET, NEW YORK, N. Y. 


Albany Chicago Cleveland Los Angeles Philadelphia New Orleans 
Baltimore Dayton Jacksonville Miami San Francisco New Haven 
Boston Dalias Kansas City Nashville Seattle Birmingham 























WHAT ARE THE ADVANTAGES OF JOINING 


THE NATIONAL ASSOCIATION OF PHOTO-LITHOGRAPHERS ? 


The surest way to weld into one strong industry, the many 


small, medium and large size lithographic plants in opera 
tion and those that will come into the industry, is to make 
available to these lithographic plant owners, information 


which will build solid, profitable units. 


No industry can be strong, unless the units which make it 
up are healthy. Strength can come from avoiding mistakes 


which have been made by others who have gone before. 


For seven years the National Association of Photo-Lithog- 
raphers has studied costs, production standards, trade prac 
stabilization, sales promotion and selling, for the 


tices 
purpose of serving the industry. As a result of this activity, 
many worthwhile benefits have been established all of which 


are available to any owner of lithographic equipment. 


Che program set up for the new year is the most ambitious 


ever set up. It includes 


The designing and publishing in booklet form 
of a uniform cost system for the industry. 


The revision, to bring up to date, and publica- 
tion in booklet form of economic hourly costs 
standards for the equipment 


ana production 


used in the industry. 


The gathering, setting up and publishing in 
booklet form a sales training program for the 


industry. 


It is virtually impossible to list all the benefits of member 


ship. Scores of questions come to headquarters every 


month. Headquarters endeavors to give the lithographic 


members answers to such typical questions as: 

|. What has been the members’ experience with 
Spraying Equipment ? 

(Experience of a number of lithographers secured for the 
questioner.) 

2. Whar experience have members had with air condition 
ing equipment? 

of lithographers secured and 


(Experience of a number 


letter regarding this sent entire membership. ) 


3. Can you get me a good estimator? 


(Several estimators interviewed, a competent estimator sent 


to member.) 





For further information write listing your press equipment to 


1. Will you try to get me a cameraman, a plate maker and 
a pressman? 
(Application for employment received in headquarters from 


employees. Member secured desired help.) 


5. What are the average selling prices on combination 
work in (City) ? 
(Photostat of combination prices in (City) sent 


member.) 


6. Can you tell us whether typewritten material is _per- 
mitted in publications entitled to second class entry? 


(Information furnished member.) 


7. What basis do photo-lithographers use in pricing half- 
tones? 


(Information furnished member.) 


8. What are the hourly costs of operating equipment in 
the lithographic industry? 

(Economic hourly costs on all equipment, together with 
production standards and other pertinent information sent 


member. ) 


9. Can you furnish us with the Union wage scales for 
New York, Philadelphia, Chicago, etc.? 


(Information sent to member.) 


i0. We are large buyers of photo-lithography in New York. 
Will you give us the names of photo-lithographers in other 


cities so that our subsidiaries can use the process? 


(Information sent to buyer. Many requests of this kind 


are received.) 


11. One of our customers has asked us to deliver plates 
from a job we ran three years ago to him. Who owns 
the negatives and plates, must we comply with the buyer’s 
request ? 

with case 


(Trade practices adopted by the Association 


histories in court actions furnished member.) 
Association Bulletin sent members carries 


The Monthly 
much helpful confidential information. 


Association under a very low cost. 
Maximum $250.00. 


Exact dues per firm are based on press equipment in the 


You can join the 
Minimum dues are $25.00 per year. 


plant. 


NATIONAL ASSOCIATION OF PHOTO-LITHOGRAPHERS 


1776 BROADWAY 





NEW YORK, N. Y. 
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Shanksgiving 


To our customary Thanksgiving message wherein we express our sin- 


cere appreciation and gratitude, we would like to acknowledge our 





indebtedness to the many lithographers who have made possible 
our humble contribution to the progress of the lithographic industry. 
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THE FUCHS & LANG MFG. COMPANY 


(ESTABLISHED 1870) 
DIVISION + GENERAL PRINTING INK CORPORATION 


100 Sixth Avenue, New York 


BOSTON el ler. \cie) CINCINNATI CLEVELAND PHILADELPHIA ST. LOUIS 


SAN FRANCISCO FORT WORTH LOS ANGELES TORONTO, CANADA 






INKS 






DECORATING 











METAL 








HARD-TEX 


HARD-TEX, the most modern 
development in metal deco- 
rating inks, continues to 
maintain its supremacy be- 
cause of these exceptional 


features: 


HARD-TEX inks when baked un- 


der proper conditions will bake very 
much harder in shorter oven time and 
at lower temperatures than is at pres- 


ent possible with the regular types. 


HARD-TEX Inks, due to their non- 


porous surface, make it possible to 
reduce the amount of finishing var- 


nish and still secure a lustrous finish. 


HARD-TEX Inks when properly 
baked make possible the flat stacking 


of sheets without the danger of off- 
setting or sticking. Eliminates rehandl- 


ing and spoilage due to scratching. 





HARD-TEX 


when applied to plain or sized metal. 
A decided advantage where work is 
to be fabricated. 


HARD-TEX inks have excellent 


adhesion on any type of coated sur- 
face, particularly on the modern 
coating materials made up of syn- 
thetic resins. They bind with it to form 
a single substance. 


HARD-TEX Inks can in most cases 


be varnished direct from the press, 
over the wet print, thus eliminating 
an extra bake. 


HARD-TEX inks will run excep- 


tionally clean on the plate, showing 
no carry-over from one plate to 
another on the two-color press. 


In addition to all of these 
advantages, HARD-TEX Inks 
retain the same excellent 
working properties which 
have characterized F.&L. inks 
for the past sixty-nine years. 


SEND FOR DESCRIPTIVE FOLDER 


HARD-TEX inks adhere firmly 
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THE FUCHS & LANG MFG. COMPANY 


ESTABLISHED 1870 


DIVISION - GENERAL PRINTING INK CORPORATION 


100 Sixth Avenue, New York 


PHILADELPHIA 
TORONTO, CANADA 


CLEVELAND ST. LOUIS 


LOS ANGELES 


CINCINNATI 
FORT WORTH 


CHICAGO 
SAN FRANCISCO 
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STEP AND REPEAT CAMERAS LABORATORY COATING MACHINES OFFSET PRESSES PROCESS CAMERAS PRESS PLATE WHIRLERS 


\2 








LICENSE TAG COATING MACHINES LITHOGRAPHIC HAND PRESSES OFFSET COLOR PROVING PRESSES 


FLAT TIN BRONZING MACHINES 





VACUUM FRAMES 






“If you don’t see what you want, ask for it” 
... an old merchandising slogan . . . well, that 






goes for us too! We can’t possibly portray 





every machine we make, nor can we list the 






ROLLER EMBOSSING MACHINES 





special machinery we have designed and built 





to order. But if you write to us and tell us 






your problem, then we'll show you what we 
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“STREAMLINE METAL COATING 
MACHINES 


can do for you. 
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STREAMLINE’ SPOT COATING 
MACHINES 


» 


——- 
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SUCTION ENLARGING BACK FOR 
FILM OR PAPER NEGATIVES 





RUBBER TRANSFER CYLINDER 
HAND PRESSES 


MACHINERY 
COMPANY 


DIVISION 


GENERAL PRINTING INK CORPORATION 
NEW YORK e CHICAGO e SAN FRANCISCO 


100 Sixth Ave 608 So. Dearborn St 1425 Folsom St 




















COLLAPSIBLE TUBE COATING 


MACHINES SPECIAL MULTI-COLOR DRY 


OFFSET PRESSES 





TWO COLOR TUBE COATING 
MACHINES 





“STREAMLINE” ROTARY METAL 
DECORATING PRESSES a 


WHIRLERS FOR GLASS PLATES 





JUNIOR PHOTO COMPOSING MACHINES 
PHOTO.-LETTERING MACHINES 





GRAINING MACHINES 


DIRECT PROJECTION 
MACHINES 





PRECISION PHOTO COMPOSING AUTOMATIC SUCTION PILE FEEDERS AUTOMATIC PILE LIFTS MULTI-COLOR COLLAPSIBLE TUBE 
MACHINES (attached to Coating Machine) (attached to Dusting Machine PRINTING MACHINES 



























Serving. the GRAPHIC ARTS INDUSTRY in. the. Northeast 
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QUICK FOLDING SERVICE 


A Model W Cleveland Folder in 
YOUR Plant will give you the 
quick folding service on your 
jobs up to 14 x 20” that present 
day job printing demands. 

Its high speed gives you any- 
where from 1000 to 20,000 cop- 
ies in an hour, depending on sheet 
size. 

Its low installation cost and low 
operating cost assures you extra 
profits on your folding even when 
run only a few hours per week. 


ae FOLDER COMPANY « Pearl River, New York 
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DO THE CATALOGS YOU PRINT 
LAND Orders ...OR LAND IN THE Basket? 


HE catalog that brings profit- 
able reorders to you is the one 
that makes profitable sales for your 
customer. 
To make sales, a catalog has to be 
opened and read. Often the cover is 
the difference between good sales 


tion for your customer’s products. 
Give them a cover that stops the 
reader, catches his eye and his in- 
terest . . . a cover that makes him 
say, ‘‘Here’s something worth look- 
ing into!’’ Give them a Hammermill 
Cover, and give them a head start 


will like Hammermill Cover for its 
sharp, clean printability . . . its good 
performance in pressroom and bind- 
ery ...and because it enables you 
to deliver the sort of job that wins 
sales for your customers and repeat 
business for you. 





with the prospect. WANT SOME SELLING IDEAS? 
Send for the Portfolio of Commer- 
cial Reprints on Hammermill 
Cover. Contains top-notch cover 
jobs, produced for 11 different 
advertisers . . . 1-color, 2-color, 
4-color work . . . examples of 
work-and-turn printing ... new 
treatments in layout and design 

.. a “Production Detail’’ sheet 
listing equipment used for each 
job. It's a warehouse of useful ideas. 


and poor. If it’s inviting, well printed 
on good paper, it helps the book pay 
its way by getting attention for its 
inside pages. If it is not inviting— 
well, all too often the book lands in 
the wastebasket. 

Make sure the booklets and cata- 
logs you print win and hold atten- 


Your customers will like 
Hammermill Cover for its 
rich, brilliant colors . . . its 
distinctive finishes . . . its 
strength and durability 
that keep their sales mes- 
sages alive and selling. You 
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Name 


Hammermill Paper Co., Erie, Pa. “N° 
Please send me the Portfolio of Com- 
mercial Reprints on Hammermill Cover. 





COMER 


MADE BY THE MAKERS OF HAMMERMILL BOND 





Position 


(Please attach to your business letterhead) 
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To the producers of OFFSET LITHOGRAPHY 


PLANOGRAPH + ROTOGRAVURE + PHOTO ENGRAVING... 


Here's a lype Service 


made to order for you! 


nase you like to have the country’s most 
expert typesetters working for you? How 
about a splendidly equipped, modern compos- 
ing room practically under your own roof? 
Could you use the finest proofs for all purposes 
the greatest variety of type faces in the United 
States? You’re interested, but it sounds expen- 
sive, you say? Not at all! 

Any member of The Advertising ‘lypog- 
raphers Association of America is able to give 
you exactly that kind of service— embracing 
master craftsmanship, the latest equipment, 
accepted advertising type faces in modern use, 

and an intimate knowledge of proofing on 
glassine, bronzine, celluloid, and other medi- 


ums—at a cost which will actually surprise you. 


Many producers of offset lithography, 
planograph, rotogravure, and photo en- 
graving have been overlooking our service 
that is made to order for you. Isn’t it 


members 





about time you fellows and the Advertising 
‘Typographers of America got together? We 
belong on the same side of the street. 

You will find that each of our members is 
experienced in working with art and layout 
departments in the preparation of advertising 
for all forms of reproduction. We are in close 
touch with the newest developments in type 
and processes. Why not use A-T-A typog- 
raphy and A-T-A technical knowledge to 
increase your profits? By handling your com- 
posing jobs more expertly and faster, you'll 
make the discovery that in the long run, our 
prices are right because we eliminate a great 
deal of waste time in revisions, corrections, 
and the other ills of trial-and-error operation. 


Call up one of our member companies 
listed below and get acquainted. That’s 
the first step to fewer worries, better 
service, better work, and larger profits. 


THE Advertising [Typographers Association 
OF AMERICA e INC. 








AKRON, OHIO 

The Akron Typesetting Co 

BALTIMORE, MD 

The Maran Printing Co 

BOSTON, MASS 

The Berkeley Press 

BUFFALO, N.Y 

Axel Edward Sahilin 
Typographic Service 

CHICAGO, ILL. 

Advertising Typographers, Inc 

Arkin Typographers, Inc 

Bertach & Cooper 

J. M. Bundscho, Inc 

The Faithorn Corp 

Hayes-Lochner, Inc 

Runkle-Thompson-Kovats, Inc 

CINCINNATI, OHIO 

The J. W. Ford Co 

CLEVELAND, OHIO 

Bohme & Blinkmann, Inc 

Schlick-Barner-Hayden, Inc 

Skelly Typesetting Co., Inc 


Executive Offices — 461 


DALLAS, TEXAS 

Jaggars-Chiles-Stovall, Inc 

DAYTON, OHIO 

Dayton's Typographic Service 

DENVER, COLO. 

The A. B. Hirschfeld Press 

DETROIT, MICH. 

The Thos. P. Henry Co 

C. Ben). Stapleton Co 

George Willens & Company 

INDIANAPOLIS, IND. 

The Typographic Service Co., 
Inc 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 

House of Hartman 
Samuel Kats-Typographer 
Rising-Hammond, Inc 
MONTREAL, CANADA 
Fred F. Esler, Ltd 


Eighth Ave., New York City. 





Tri-Arts Press, Inc 

Type Arrangement, Inc 
Typographic Craftamen, Inc 
Typographic Designers, Inc 
Typographic Service Co 
Kurt H. Volk, Inc 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co 
PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 
Warwick Typographers, Inc 
SAN FRANCISCO, CAL. 
Patterson & Hall 

Taylor & Taylor 
SEATTLE, WASH. 

Frank McCaffrey 
TORONTO, CANADA 
Swan Service 


NEW YORK, N. Y. 
Ad Service Co 
Advertising Agencies’ 

Service Co., Inc 
Advertising Composition, Inc 
Artintype, Inc 
Associated Typographers, Inc 
Atlas Typographic Service, Inc 
Central Zone Press, Inc 
Diamant Typographic Service 
A. T. Edwards Typography, Inc 
Empire State Craftsmen, Inc 
Frost Brothers 
David Gildea & Co., Inc 
Graphic Arts Typographers, Inc 
Hanford Hardin, Inc 
Huxley House 
King Typographic Service Corp 
Master Typographers, Inc 
Morrell & McDermott, Inc 
George Mullen, Inc 
Chris F. Olsen, Inc 
Frederick W. Schmidt, Inc 
Superior Typography, Inc 
Supreme Ad Service, Inc 


Albert J. Abrahams, Executive Secretary 
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A Challenge 


EADLINES in the business sections of 

the daily press, following the annual 

meeting of the Association of National 
Advertisers last month, read something like 
this, to pick two random samples: ‘‘ Greater 
Efficiency of Advertising Is Goal of ANA,” and 
“Study Planned of Advertising to Avoid 
Waste.” There followed news-accounts of how, 
under the auspices of the Advertising Research 
Foundation, a long range program was being 
resolved to conduct an exhaustive examination 
of the scientific approach to advertising, and 
the application of this technique on an increas- 
ingly large scale in the future. 

Two of the foundation’s newest projects 
were singled out as examples of the coordinated 
effort of advertisers, agencies and media to 
take the guesswork out of merchandising, 
namely: a magazine readership study, and a 
study of newspaper reading habits. Two addi- 
tional studies, it was announced, were current- 
ly being considered on behalf of business pa- 
pers and farm magazines. Tentative plans were 
also revealed for a radio research program in 
1940. The outdoor field, already in the van 
of the movement with its Traffic Audit Bureau, 
a precision instrument for advertising which 
was one of the first projects undertaken by the 
foundation, spoke in glowing terms of the prog- 
ress it was making. 

The reader gained the impression that here 
was a definite movement, spurred on by grow- 
ing consumer activity, which had as its earnest 
goal nothing less than the reduction of all ad- 
vertising media to scientific formulas based on 
organized research and the correlation of facts 
about people and markets. He must have also 
gained the impression, if he was of the litho- 
graphic industry, that is, and could put two 
and two together, that sooner or later studies 
would be made in behalf of window displays 
and direct mail, two advertising media in the 
creation and production of which he is closely 
concerned. And if our lithographic reader is the 
kind we think he is, he must have followed that 


deduction with an observation something like 
the following: “If they’re going to make a sur- 
vey of window displays (or direct mail—as the 
case may be), then I ought to be in on it.”’ 

And so he should. But will he? Last August 
we ran an editorial about window displays. 
We said that the survey released in 1938, called 
“Window Display Circulation and Market 
Coverage,’ was impractical, as such it is gen- 
erally acknowledged to be by both lithogra- 
phers and advertisers, and that therefore a new 
survey based on actual case histories was in 
order. We followed up our editorial with a 
questionnaire to over half-a-hundred window 
display manufacturers asking if they didn't 
agree. About all you could count on the fingers 
of one hand bothered to reply. 

We have an idea that the Direct Mail Adver- 
tising Association, with the help of printers and 
lithographers, we hope, will take the initiative 
in presenting factual case histories of the ex- 
periences of direct mail advertisers, to be added 
to the findings of the Advertising Research 
Foundation when that organization 
around to establishing a scientific approach to 
direct mail advertising. We would like to think 
that all those with a stake in the future of the 
window display will also take the cue and or- 
ganize a preliminary survey in the form of case 
histories relating the experiences of users which 
will establish the efficiency of the display. We 
are not suggesting for a moment that the Ad- 
vertising Foundation will not present an un- 
biased case for displays when it gets around to 
making its survey, but we are suggesting that 
with organized advertising suffering from the 
consumer jitters, a well-planned offensive by 
any one medium which will meet head-on the 
carpings of self-styled critics will earn a mighty 
respectful hearing from the entire advertising 
fraternity and a permanent place for itself in 
the “‘scientific’’ advertising program of to- 


gets 


morrow. The A.N.A. program presents both a 
challenge and an opportunity to the display 
lithographer. Will he accept them? 
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4 Measure OF SATISFACTION 


HE display designer, the li- 
thographer, the agency, and 
the advertising executive, as a 
result of wide experience with many 
and varied merchandising problems, 
may all have sound judgment re- 
garding displays, but why don’t 
they agree oftener? Simply because 
there is, or rather has been, no 
scientific way for evaluating the dis- 
play before it is produced. Photo- 
metric analysis is such a way. 
Heretofore, proof of the effective- 
ness of the display emerged only 
after the display was finished and 
the bill paid; only after the invest- 
ment was made and not before. This 
is not the best time to discover a 
mistake or misconception. 


Photometric Analysis, which dis- 


tinguishes between the display that 


will do and the display that does. 


BY WENTWORTH WEEKS 


Even then, a definite response is 
harder to track down than a fish in 
water. Credit for movement of mer- 
chandise is readily attributed to 
sales effort, an advertising cam- 
paign, the new package, states of 
weather and a thousand other rea- 
sons. A display must be good enough 
to pull customers in off the streets, 
turn their pockets inside out, and 
attach a rubber band to their lapel 
so that they bounce back like yo- 
yos. On the other hand, a display 
has to be pretty awful—so bad the 


What Photometric Analysis |s 


Photometric Analysis is a means of measuring visual efficiency in design. The 
procedure is purely mechanical, recording evidence with camera and photo- 
electric cell and coordinating results by slide-rule and adding machine. It is 


concerned with the successful execution and achievement of design. 


Its im- 


portance naturally increases with the advertising investment involved. 


Reactions of the design to conditions limiting efficiency in use are registered 


as a series of photographs, a graphic survey of visual function. 


Then each of 


the assembled images is analyzed individually for its qualitative factors - 


what it does or does not do to carry out the original intention — 
A single percentage representing design effi- 
Thus Photometric Analysis simultaneously diagnoses a visual 


results reduced to arithmetic 
ciency emerges 


- and the 
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ailment and indicates treatment or cure. 


As applied to packaging, this method was introduced last February in MODERN 
PACKAGING. Descriptions and comments have appeared in a number of 
other publications since then. It has been successfully employed by nationally- 
New applications far beyond the 
Original conception have developed in fact, almost every type of design 
can utilize some adaptation of the basic formula. MODERN LITHOGRAPHY 
here introduces, for the first time, the inventor’s own story of PHOTOMETRIC 
ANALYSIS applied to displays and display material 


known manufacturers and distributors 


dealer won't even keep it in his base- 
ment—before it is condemned as 
hopeless. The stretch in between is 
left to guesswork and wishful think- 
ing, paying the bills and hoping for 
the best. The whole proposition is 
even more sporting than blind men 
pitching pennies. 

There is one source of definite, 
specific facts available: the display 
piece itself, or the reasonable fac- 
simile thereof upon which decisions 
as to its potential value can be 
based. The facts are there before our 
eyes. We have only to read them to 
learn the secret of visual efficiency. 
If we can make a display record its 
own story of what it will or will not 
do, if we can register its reactions 
to point-of-sale conditions, if we can 
apply hard-boiled, matter-of-fact 
measurements to equally definite 
qualifications of a design, then per- 
haps we can learn in advance the 
difference between a good and bad 
investment. Such a procedure might 
even save some money for someone. 

Photometric Analysis is such a 
method. The design dictates its own 
version of what it will do, and gets 
down to visual facts. The entire 
method is concerned only with what 
can be seen, when, as, and if it can 
be seen. The fundamental principle 
upon which it is based may be ex- 
pressed in one sentence: Display de- 
sign is effective only as it is seen by 
the potential purchaser, and only what 
the potential purchaser sees in that 
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The display, right, has been photo- 
metrically analyzed for the secondary 
qualitative factors given in the box on 
this page. Since the qualities present 
are represented by some tangible part 
of the display, lettering, illustration, 
etc., their effectiveness may be deter- 
mined through use of the photo-electric 
cell, providing a qualitative analysis 
of the display and thereby forming the 
basis for a final evaluation of visual 
design efficiency. Pages which follow 
show further reactions of the same 
display to the Photometric Tests. 


design will affect him in any way 
whatsoever. 

The layer of lithographic ink 
serves only one useful purpose: to 
deliver an impression to the cus- 
tomer via 
number of possible purchasers who 


his optic nerve. The 


see a display, the number of times 
that they see it, and the number of 
impressions delivered each time it is 
seen determines the visual efficiency 
of the design. These are basic facts 
which may be definitely established 
and proven. 

Let’s visualize a display as artil- 
lery delivering visual impressions at 
a definite range and in a definite 
volume. If the impression doesn’t 
reach the target or overshoots it, no 
response can be expected. There are 
differences in range, just as between 
a Big Bertha and a ‘75,’ but the 
greater the range, or the coverage, 
the greater the efficiency. More cus- 
tomers will see a display more times 
if it is visible at distances from two 
to twenty feet than when its range 
is confined to three to eight or ten to 
eighteen. Similarly, the greater the 
volume of impressions delivered, the 
more possibility of one striking 
home. By 
factors, range and rate of fire, visual 


establishing these two 


efficiency can be determined. Handi- 
caps to either can be made obvious 
and their elimination a simple mat- 
ter. That 
alysis works. 

Naturally this leaves a large list 
of things that can be wrong with a 
display. The idea embodied in a de- 


is how Photometric An- 


sign may be good or bad, but until 
it filters through the 
cornea it doesn’t make any differ- 


customer's 


ence, and if it doesn’t get that far, 
it’s bad for the sponsor’s pocket- 
book. A phrase may be good sales- 
manship or bad. Unless a customer 
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ATTENTION 
INTEREST 
SALESMAN- gor 
SHIP spons? 
IDENTITY A 
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Qualitative Factors 
PRIMARY 
VISIBILITY Does the display stand out? Can it be easily seen? 
LEGIBILITY Is essential Data prominent? Can it be easily read? 
INTEGRITY Does the design hold together? Is it one unit, or many 


disassociated parts? 


SECONDARY 


Does it stop the eve and attract? 
Does it hold the attention and invite examination? 
IDENTITY Does it indicate the product it represents? 
UTILITY — Does it tell what the product is used for? 
SALESMANSHIP -— Why buy this particular product? 
SPONSORSHIP Who says so? Who makes it? 
CONTINUITY Does it bear visual relationship to the product or the prod- 
uct’s package? 
ILLUSTRATION 


ATTENTION 
INTEREST 


Does it show the product or the product’s package? 


V ARIABLE 

SEASONABILITY ls it timely or topical? 

NOVELTY — Is it something new and different in a visual sense? 

ASSOCIATION Does it contain favorable suggestions unrelated to the 
product featured? 

INSTRUCTION Does it contain visible evidence of the product’s use or the 
manner in which it is to be used? 

DEALER HELP Does it extend desirable assistance to the dealer’s own 
problems in a visual sense? 

CONVENIENCE Does it do the consumer a service in any visual sense? 
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Photometric Factors 


DISTANCE 


A frie yipproaches, he may be recognized from afar by walk or character 
t jesture er by clothing and more detailed mannerisms, and still 
er by | tu features So a display, seen at various distances by the 
potent istome plays different characteristics and transmits its mes 
je with ftering degrees f efficiency 
FOCUS 
Hold ut ir hand in front of your eyes: with the thumb in focus, the rest of 
the hand fade nt fog Any display in any store will be seen many more 
time t of focu with the customer's eye and attention directed else 
where th tw fe seen under direct and concentrated gaze. Unless 
r f n veyed in spite of this handicap, the eye may never be 
ttr ted 
COLOR 
k t f red lettering compared t similar line of black The 
tt ts th e but the black while not attracting is easier to read 
Variou rs have various properties as transmitters or sounders Over and 
ibove matter f f Irpmony and d taste, visual efficiency in this respect 
t receive ler r 
BACKGROUND 
A white rd stand it against a black ground, but not against a white; a 
broken desigr rY } tself jainst broken background, but stands 
t } t 1 tor Any dist y Ww be seen against a number of possible 
} erct r Ww r mply jht and shade It must be 
et t+ { t ted task under many nditions as possible 
sees something definite to sell him, should be present in a good display. 
he has no melination to buy Phi Lhe display Is analy zed objectively 
Silt proce SS Thay bye carried through as a velniel for visual HM pPressions, 
the entire list of qualities which and efficiency is determined in ad 





vance in terms of the individual 
display itself. 

These things cannot be determin- 
ed on a drawing board or an execu- 
tive’s desk-top. They may be visual- 
ized to a certain extent, but they 
cannot be checked or proven. The 
first step in Photometric Analysis is 
to 
ance, the display as it will appear in 
To this, it 


necessary to enter a single store or 


establish point-of-sale appear- 


actual use. do is not 
consult a single dealer 

There are certain conditions ex- 
isting in greater or lesser degree in 
every retail outlet which are essen- 
tially the same. Studying the display 
under these conditions, and record- 
ing the result photographically, we 
to work 


with. Individually, no one of these 


have something definite 
photographs represents the display 
as the customer sees it. Collectively, 
they reveal every possible way. 

It is fairly obvious that a display 
which stands out in nine or ten of 
any twelve photographs will do a 
better job than one lurking in the 
background of all but one or two. 
One of the first conditions to be con- 
sidered is Distance. The display will 
be variously placed. Even if in a 
fixed position, the customer will not 


stand still. By selecting three posi 


The display analyzed for the Photometric factors of Distance and Focus, as explained in the 
With the factors of Color and Background, which are tested on the next page, these 


ho ‘1 abou ?. 


provide an index to design efficiency and prepare the way for the final Qualitative 
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The display (right) analyzed for the 
Photometric factors of Color and Back- 
ground. The display has been photo- 
metrically tested using a red filter 
(top, left), a yellow filter (top, right), 
a blue filter (center, left), a green 
filter (center, right), against a white 
background (lower left) and a black 
background (lower right). W hile 
none of these represents the display 
as the consumer actually sees it, what- 
ever he does see will be a composite 
of these impressions. Hence, the visual 
efficiency of the display as a whole 
can be gauged by measuring the 
efficiency of its component parts. 


tions, typical of those under which 
the customer sees the display, and 
recording the appearance of the dis- 
play in those positions, the buyer's 
reactions may be charted from three 
related points. 

Second, and almost equally im- 
portant, is Focus. The display will 
be seen many more times out of 
focus, with eye and attention direct- 
ed elsewhere, than in focus. This is 
difficult for us, due to the automatic 
adjustment of our eyes, to consider 
properly. The camera can assist us. 
Using the same three positions, but 
just out of focus, the display as it 
appears before the customer decides 
to look at it directly can be observ- 
ed, and whether or not it attracts 
his attention. ‘These two factors, 
Distance and Focus, establish the 
range or coverage of the display as 
a whole, but there are other factors 


still to be considered. 


MOLOR is next. Some colors at- 
C tract the eye more than others 
and certain ones transmit a message 
more coherently. Through the use 
of color filters, red, yellow, blue for 
pigment and green for compensa- 
tion to light, these can be reduced to 
parallel shades of black and white. 
Weaknesses and strengths are im- 
mediately apparent. 

Next there is the matter of Back- 
ground, unimportant in connection 
with the larger size window displays 
which create their own, but very 
important in all others. Its effect 
upon the display must be consid- 
ered. By using a neutral gray tone 
for all the previous tests the effect 
of a broken or middle tone back- 
ground has been recorded. By the 
addition of a dead white and a jet 
black essential differences are CoyVv- 


Turn to page 53 
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He tobacco industry, prob 
ably to a greater extent 
than any other, owes its 
size to the advertising and mer- 
chandising skill with which it sells 
its products to the American public. 
Some evidence of this skill is fur 
nished in a report published recently 
by Curtis Publishing Company, 
summarizing findings of the Con 
sumer Purchase Survey made not 
long ago by the government. Ac 
cording to the Curtis report, the 
average urban family spends nearly 
S40 a year on tobacco products, 
which is almost equal to that spent 
for all toilet preparations and other 
personal care, twice that for reading 
material, and more than half that 
spent for amusements and recrea 
tion, 

Of this total of S40, the survey 
showed, three fourths or S300 is 
spent for cigarettes. [It is plain, 
therefore, that the cigarette market 
is by far the most important part of 
the tobacco industry, and is of tre 
mendous size. In 1987 there were 
over 168,000,000,000 cigarettes sold, 
enough to supply every man, wom 
an and child in the United States 


° Niy Walter is advert sIny manager of The 
Flintkote Co... New York, and president of the 
Direct Mail Ad ertising Association his 
article has been condensed from ao lecture 
rigmall yiven at the | thacogersepo dune Pech 


nical Foundation in New ¥ 
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BY L. ROHE WALTER‘ 


and the possibilities it offers 


for the sale of lithographed advertising 


with 1100 to 1500 cigarettes each. 
In New York City, the survey re- 
vealed, 678 of each 1,000 families 
are cigarette consumers; in Chicago 
the figure is 607; in six other large 
cities the average is 555; in 14 
middle-sized cities it is 495; and in 
29 smaller cities it is 455. The 
average purchase is reported to be 
approximately a pack a day for 
those above the median income 
group, and between four and _ five 
packs a week for those below the 
median group. 

The cigarette industry is charac- 
terized by a tremendous conflict 
between the so-called Big Three 
brands, Lucky Strikes 
and Chesterfields. Each is battling 
leadership. For awhile, 


Camels, 


for sales 
leadership swung back and _ forth, 
first to one then to another. How- 
ever, since 1935, according to the 
most reliable figures available, 
Camels have been in first place. In 
19387 there were — 45,500,000,000 
Camels reported sold, or approxi 
mately 28 per cent of the total 
cigarette consumption 

Lucky Strikes the same year were 


in second position from the stand 


point of sales, with approximately 
38,500,000,000 cigarettes sold, equal 
to about 25 per cent of the total 
consumption in the country. In a 
recent article commenting on the 
cigarette the Wall Street 
Journal pointed out that Lucky 


“surging back to 


race, 


Strike has been 
the high position it once held.” 
Chesterfields in 19387 were a close 
third, with total sales of about 
36,000,000 ,000 cigarettes, or about 
22 per cent of the total consumption. 

The fastest growing cigarette to- 
day from the standpoint of sales is 
undoubtedly Philip Morris. In the 
fiscal year ended March 31, 1939, 
Philip Morris, 
Wall Street Journal, was fourth in 
volume of sales with a_ total of 
10,000,0060,000, Philip Morris now 
represents about 6 per cent and Old 
Gold a little less than 4 per cent of 
the consumption of all cigarettes. 


according to the 


@ Typical 24-sheet poster advertising 
opposite) and an eye-stopper window 
display which lends a touch of glamour 
to the subject of Kipling’s famous bar 

a woman is 
nly a woman, but a good cigar is a 
Smoke Posters by Forbes and the 
Blackstone display by McCandlish Lith 


rack room ballad 
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Announcing the new PALL MALL 


..a longer, more distinguished cigarette 






HEN YOU HOLD one of the new King Size 
W Pall Mall in your fingers, you will immedi 

ately sense the added distinction the longer 
size confers on this traditionally smart cigarette 


Bat more important as you will see for yourself. the addi 


thamal length wavels the emoke further, and gives you. 


noticeably cooler and smoother cigaretwe—thus enhanc oJ 


ing the rich favor of the superb Pall Mall wobaccos The e~ 
remains the same. “WHEREVER PARTICULAR PEO! - 


The campaign for Pall Mall’s new King Size cigarettes broke recently, 
in line with longer cigarettes now on the market by other advertisers 
Although Pall Mall’s English blend in the extra long size have been 
mn the market for some time this is the first appearance of its 
American cousin, reflecting a current trend. Another trend which 
got under way recently as a result of more and more taxes was the 
roll your own” promotion Latest advertiser to join the ranks 
with its Bugler Blend is Brown G Williamson Tobacco Corp 


For some reason Old Golds have States, cigarette advertisers spent 
never seemed to get beyond the an estimated $45,000,000 in 1937, 
8,000,000,000 mark, which was the equivalent to about 8.2 cents on 
total for 1987. The effect of the de- each dollar received by the tobacco 
cline of Old Golds, however, again manufacturer, or a little more than 
according to the Wall Street Journal, half a cent on each package of 
is believed to have been over- cigarettes selling at 14 cents. 
come by P. Lorillard Company An idea of the skill and the ef- 
with Sensation, a 10-cent cigarette. fectiveness which the tobacco in- 
This brand, introduced a little more dustry employs in merchandising its 
than a year ago, is said to be selling products can be gained when it is 
at a 4,000,000,000-a-year rate. An- realized that the average urban 
other 10-cent cigarette, Marvel, American family spends approxi- 
brand of Stephano Brothers of mately the same amount each year 
Philadelphia, is also said to be en- for tobacco as for all toilet prepara- 
joying a somewhat sensational suc- tions and yet the amount of money 
cess. Last year it is reported to spent for the promotion of tobacco 
have sold about 5,000,000,000 products is less than half that spent 
cigarettes. Indeed, in some _lo- for promotion of drugs and toilet 
calities, particularly in the Middle articles. The tobacco industry ap- 
West, the Wall Street Journal parently knows how to get maxi- 
pointed out, Marvel sales now “top mum results from minimum expend- 
all other brands, including the Big itures. 

Three.” Other leading  10-cent 
brands include Twenty Grand and MALE of cigarettes in the decade 
Wings. ~) between 1927 and 1937 in- 

In this struggle for sale supremacy creased 67 per cent. In the last 
in the cigarette division of the four years in particular the sale of 
tobacco industry, tremendous sums cigarettes has followed a rapidly 
have been and are being spent for rising curve due to the growing 
promotion. According to — the number of women smokers. How- 
Twentieth Century Fund, which ever, while in 1927 the Big Three 
has just completed a survey of the controlled 98 per cent of the total 
costs of distribution in the United sales of cigarettes, in 1937 the com- 
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bined percentage of these major 
manufacturers had shrunk to 74 
per cent. And this despite the fact 
that sales for all of the Big Three 
companies were much greater than 
they were in 1927. This highly com- 
petitive condition in the industry, 
plus the fact that it is a rapidly 
growing one, and that tremendous 
sums are being spent for promotion, 
makes the tobacco industry stand 
out as an especially attractive and 
lucrative market for the manu- 
facturer of merchandising material. 
Add to these reasons the no less 
important one that the psychology 
of the average smoker is such that 
he will sacrifice many other things 
before he'll give up his favorite 
smoke. This was proved in our re- 
cent economic depression when, 
with times at their worst, cigarette 
sales fell off only 13 per cent of their 
previous high. “I'd Walk a Mile for 
a Camel” neatly expresses this psy- 
chology and for that reason it was 
one of the most powerful selling 
slogans ever used. 

As to the cigarettes themselves, 
there is really very little to choose 
in actual smoking pleasure and 
quality among the so-called popu- 
lar-priced brands. This may sound 
shocking to the consumer who has 
smoked one brand loyally for years, 
believing his preference to be dic- 
tated by definite quality differences. 
It is true, of course, that tobacco is 
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blended differently, and that differ- 
ent flavorings, processes, drying and 
curing are employed, and that each 
brand lays special stress on its own 
carefully-developed method, but it 
is also true that in the final analysis 
the average smoker cannot honestly 
distinguish between one blend and 
another. Hence, popular-priced 
cigarettes, from the standpoint of 
product appeal and from the stand- 
point of the satisfaction offered to 
the consumer, are almost identical. 

The reason one cigarette sells 
more than another is almost en- 
tirely due to the ingenuity and ap- 
peal of the sales promotion cam- 
paign in back of it. Sales success in 
other 


the cigarette industry, in 


words, lies not so much in the 
cigarette itself, but what is said 
about the cigarette in advertising 
copy, and the manner in which the 
advertising message is presented to 
the public. The cigarette industry 
is probably more responsive than 
any other in 
properly-planned promotional cam- 
paign. 


America to. the 


\F course, cigarette distribution 
() is a very complicated and 
far-flung operation. One of the ex- 
ecutives in the advertising agency 
which handles one of the leading 
cigarette accounts recently pointed 
out that their brand is being sold in 
55,000 drug stores, 80,000 tobacco 
stores, 110,000 newsstands, plus he 
didn’t know how many hotels, bars, 
outlets. You 
could safely say that popular brands 


and similar service 
are available in about 50 per cent 
of all of the retail outlets in this 
country. Thus, the distribution of 
cigarettes, in addition to being a 
far-flung operation is also com- 
plicated by the number of different 
types of retail outlets employed in 
their sale. 

Huge travelling sales staffs are 
another interesting feature of the 
distributive and merchandising or- 
ganizations of the large cigarette 
One leading 
for example, has 


companies. manu- 
facturer, 


1000 salesmen travelling about the 


over 


country. In addition to the com- 
pany’s own staff, a large sales force 
is provided by the tobacco jobber. 
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Thus, there is in back of the sale of 
the average popular-priced  ciga- 
rette not only wide and extensive 
promotional effort, but also a tre- 
mendous volume of man-power. 

A particularly interesting charac- 
teristic of the cigarette market 
which has more or less defied psy- 
chologists, but which has 
demonstrated over and over again 


been 


by the large cigarette companies, is 
the fact that in any given market, 

Detroit, additional 
monies spent for promotional effort 
will invariably result in increased 
sales. However, unless the promo- 


say Chicago, 


ITH complaints against three 

of cigarettes’ Big Five, the 

Federal Trade Commission 
last fortnight called on the carpet a 
healthy sample of the cigarette indus- 
trv—alleging violations of the Rob- 
inson-Patman Act. Hauled up were 
five concerns in all: P. Lorillard Co., 
R. J. Reynolds Tobacco Corp., Philip 
Morris & Co., Brown & Williamson 
Tobacco Corp. and Larus & Brother, 
Inc. 

The complaints charged each of 
these firms with price discrimination, 
with granting advertising allowances 
and special discounts to certain cus- 
tomers. Net result, said the FTC, 
was to give the companies control of 
retail prices. 

As to the basis for each of the 
counts, the FTC explained: 

(1) That the respondent compa- 
nies excepting Philip Morris had in 
effect established a system of dis- 
criminatory pricing by giving away 
free goods in sales to certain cus- 
tomers. 

(2) That the companies paid some 
chain stores and other retailers for 
furnishing services such as counter 
and window displays which were not 
made available to other customers. 

(3) That they had granted some 
jobbers 60 days in which to pay for 
goods with 2% off for cash, while the 
general allowance is 2% off in 10 
days. 

Charges that outright allowances 
had been made in the sales of ciga- 
rettes to vending machine operators 
were brought against Lorillard, Brown 
& Williamson and Philip Morris. 

The FTC further contended that 
all of these companies had * mission- 
ary men” whose job it is to make 

_ special deals of one kind or another 
with “indirect buying customers” 
who are not on their “direct list.” 


From Tipe (Oct. 15). 


tional pressure is maintained, sales 
will slip back to their former po- 
shift 


sition. Consumers seem to 
constantly from one brand to an- 
other under the power zof adver- 
tising suggestion. Notwithstanding, 
there is, however, a definite amount 
of brand loyalty. 

When you stop and consider the 
amount of money which the average 
year for 
cigarettes, it is easy to see why the 
cigarette company will spare no 
effort to win his repeat business. If 
you, for example, smoke two packs 
of cigarettes a day, you are spending 
on an average of $108 a year. Very 


consumer spends in a 


few people spend as much as $108 a 
year for shoes, or even for clothing. 
So, from the standpoint of the 
cigarette manufacturer, the $100, 
$75 or $50 a year spender is a pretty 
important customer. It is not hard 
to see why the cigarette manu- 
facturer is willing to spend sums 
ranging from $8,000,000 to 
$12,000,000 a year on promotional 


activity. 


ast year, Camels are said to 
L have spent approximately 
$4,000,000, out of their total ex- 
penditures of $12,000,000) or 
$13,000,000, for window and store 
displays, window trimming and 
outdoor advertising. They are prob- 
ably one of the largest individual 
spenders in the country for this 
type of promotional material. Yet 
Camels are not unlike Lucky 
Strike and Chesterfield in this re- 
spect. In fact, at the present time 
it is reported that both Lucky 
Strike and Chesterfield are out- 
spending Camels in the hope of 
regaining the lead which Lucky 
Strike, at least, held for a long time. 
There seems to be two rather 
definite trends in the use of window 
display material in the tobacco 
market. One is exemplified by the 
experience and practice of the 
Chesterfield company, and the other 
by the experience and practice of 
the Camel company, The Chester- 
field company apparently believes 
that its cigarette lends itself ideally 
to what is known as the de-luxe 
window, such as is to be found at the 


(Turn to page 61) 





Fig. | Monel grained with steel marbles. 
Photomicrograph of plate cross section. 
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Fig. 2 Monel grained with steel marbles. 
Photomicrograph of grained surface. 
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BY R. T. BARNES, JR. 
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EVELOPMENT of monel* as a 
T) lithographic plate material 
has come about through re 
cent scientific experimentation and 
control. Its mechanical properties 
include, in our opinion, those fea 
tures especially desired by the plate 
maker and offset pressman, with ad 
ditional corrosion resisting charac- 
teristics that result in’ increased 
plate life, and in longer press runs 
from a single plate. 
The important mechanical prop 
erties of lithographic plates are listed 
in Table 1 


page 26), which give our 


* Monel is a registered trade-mark of Intet 
national Nickel Company, which is applied to 
an alloy containing approximately two-thirds 


nickel and one-third copper 
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Monel as a lithographic plate material is 
new to the industry at large, but recent 


Co 


experiments and practical tests, we are 
told, have shown that it is not likely to 
remain so much longer. Here is a de- 


scription of the mechanical properties 
and features of monel which, according 
to the author, commend it to the attention 


of the lithographer 


comparison between the values for 
monel and for zine. Apart from the 
higher tensile and yield strengths 
shown in the table, the greater de- 
gree of ductility of monel plates, as 
represented by the values for elon- 
gation under stress and resistance to 
bend fracture in the table, bears 
directly on probable plate life. Dur- 
ing its use the lithographic plate 
must withstand such eyelic opera- 
tions as bending to fit the press, 
straightening for regraining and 
coating, bending and forming once 
again for the next press run, and so 
on. After these operations are con- 





a provocative study. 


tinued some dozen or more times the 
plate may develop edge-cracks and 
breaks along the outer edges. When 
these occur with an otherwise satis- 
factory plate, the only practical 
means for reclamation consists in 
shearing off the edges, and reducing 
the plate size. In thase shops where 
smaller presses to accommodate the 
reduced sizes are not available the 
edge-cracked plates may represent 
a loss. 

The figures reporting abilities to 
withstand repeated bending were 


developed experimentally, under 


conditions probably more drastic 
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Fig. 3 Monel grained with glass marbles. 
Photomicrograph of plate cross-section. 
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Fig. 4 Monel grained with glass marbles 
Photomicrograph of grained surface. 











than those in regular practice. Cut 
sheet specimens clamped in steel 
blocks, with the block edges ground 
toradii equivalent to sheet thickness, 
were bent from the vertical through 
90°, and thence in repeated 180° 
bends to correspond with flexing 
over a full half-circle. In normal use 
lithographic plates are not subjected 
to bends as sharp as 90°, though 
with the experimental results com- 
parable for monel and zinc it follows 
that monel plates may undergo sev- 
eral times more flexing before edge- 
cracks or breaks will occur. 

The wide use of monel in the 
chemical process, petroleum, soaps, 
foodstuffs, and in many other fields 
réquiring the ultimate in corrosion 
resistance pays tribute to one of its 
most desirable properties. Monel’s 
resistance to corrosion and oxidation 
is particularly important for the 
plate maker and offset pressman. 
Directly after being grained monel 
plates may be stored for long periods 
till required, and there is no special 
necessity for having them gummed 
or counter-etched to resist oxida- 
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tion. Monel resists corrosion by or- 
dinary clean atmospheres very well, 
and plates may be coated directly 
without chemical cleaning, except 
for water washing followed occasion- 
ally by light scrubbing with a bristle 
brush. For most purposes hot and 
cold water flushes will suffice. 

From the offset pressman’s angle, 


monel’s high resistance to corrosion 
is important because it lessens con- 
siderably the probability that his 
inks will be contaminated with met- 
al corrosion products from plate de- 
terioration. Again, by avoiding cor- 
rosion or oxidation of the base plate, 
monel eliminates the serious element 
of film damage from the bottom 


Fig. 5 Suggested bow ratio for 
mone! plates prior to graining. 

















side, with its consequent press shut- 
down and costly delay while an- 
other plate is made ready. Monel is 
not subject to serious corrosion by 
any of the reagents normally asso- 
ciated with lithography, with the 
exceptions of iron perchloride and 
other chemicals required to cut the 
plate surface for deep-etch work. 
Table II lists typical corrosion rates 
for some of the common reagents 
used in plate making and cleaning. 
A NOTHER property of monel 
L which commends its use as a 
plate material is its relatively high 
affinity for water. This property of 
“wettability,” or water-retentive- 
ness, is difficult to evaluate other 
than qualitatively, though it does 
appear to depend in part at least on 
two factors inherent with the plate 
material. First requirement for wa- 
ter attraction is a clean surface, free 
of grease, oxide, and corrosion prod 
ucts, and capable of remaining so 
during long exposures on the press. 
The second requirement is for a sur 
fuece with the greatest possible ex 
posed area, roughened or broken up 
in a way to provide miniature hills 
and valleys for trapping and holding 
These 


surfaces when properly prepared by 


moisture same roughened 
rolling-up with ink-attracting gums 
and resins function in turn to hold 
the inks in their respective areas, 
and again to provide the desired 
colloid 


bases for light-hardened 


printing images 
Monel both 


ity requirements. The photomicro 


satisfies “wettabil 
graphs in Figures | to 4 illustrate the 
different 


techniques for developing the rough 


effectiveness of graining 
ened areas for best moisture attrac 
tion. The photomicrographs of Fig 
ures Land 2 are especially significant 
feather-like 


surface which forms on monel plates 


in’ demonstrating the 


with proper graining, to give greatly 
increased surface area and a maxi 
mum of those hills and valleys 
necessary for best water attraction 
and retention. The importance of 
using heavy marbles and full grain 
ing time is brought out strikingly by 
comparisons between Figures 1 and 
3 to illustrate plate cross-sections. 


The mechanical properties — of 
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Table I 








Mechanical Properties of Lithographic Plates 














Tensile strength, pounds per square inch 
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Note: Properties’ values are averaged for five tests. 





* Bend radius equal to sheet thickness (0.014’’). 








monel, together with its slight ten- 
stiffen 


under such action as that given on 


dency to work-harden or 


the graining table, make it necessary 
to add one step to those normally 


required for graining the softer zinc 


under the 


After 


usual methods of control the finished 


plates. graining 
monel plate will tend to curl, or bow, 
from the grained side, principally 
along its length, and to an extent 
which makes it difficult to accom- 
modate the plate readily on the coat- 
ing machine, exposure frame, and 
press. This curling tendency may be 
taken care of rather simply, how- 
ever, through the expedient of ap- 
plying curl or bow in the opposite 
direction prior to placing the plate 
on the graining table. Wide varia- 
tions in plate size and thickness 
make it difficult to give any hard 
and fast rule to follow, but experi- 
ence indicates that with plates meas- 
uring perhaps 40 in. x 50 in. x 0.018 
in., an elliptical bow to about one- 
sixth plate length from the horizon- 
tal, will suffice to assure the plate’s 
flatness after graining. An illustra- 
tion of this relationship is given by 
Fig. 5. Some simple experiments will 
develop the proper bow ratio for 


plates in other dimensions, and 
eventually the plate maker's skill 
and judgment may be counted on to 
make this measure a routine matter. 

Curling or bowing monel plates 
for graining is accomplished readily 
through passage in a roller-leveler. 
This is essentially a sheet rolling 


device made up with an odd number 


of small rolls, staggered so as to de- 


velop curl in sheets passed through 
the rollers either along their lengths 
or sidewise. Similar results may be 
accomplished with discarded ink 
rolls, wood rollers, or through other 
means at the disposal of the plate- 
maker, contingent on his own skill 
and shop limitations. Maintenance 
of clean and smooth roller and work 
surfaces is essential in these opera- 
tions so as not to induce surface 
scratches or blemishes. Since work- 
hardening on the graining table gives 
a curl up from the grained side this 
added working must go the opposite 
way, with the selected plate side 
always uppermost, and the ends 
higher than the plate center. 

Monel plates are best grained 
with steel marbles and hard abra- 
sive. The questions of marble and 
abrasive size, time and table speeds 
again must depend largely on the 
operator's skill and judgment, and, 
with the knowledge that monel is a 
harder material, the desired grain 
characteristics 


may be developed 


after a minimum of experiment. 
After monel plates are grained they 
should be washed in hot or cold 
running water, dried, and stored for 
later use. They may be counter- 
etched with chromic acid, trisodium 
phosphate, or other alkaline salt 
cleansers to clean away surface 
grease or soil marks, but this usually 
is unnecessary where they go direct- 
ly to the coating machine from the 
graining table. 


Steps necessary in preparing monel 
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plates for the press differ not at all 
from those in common use with zine, 
and the experimental work in sev- 
eral different plants indicates that 
monel plates are readily adapted to 
the albumen, gelatin, deep-etch, and 
other special processes. Deep-etch 
formulas suggested for zine plates 
are generally satisfactory, and a 
number of those special processes 
registered 


now available under 


trade-marks work well with monel. 


HEN first working with monel 
W plates the offset pressman 
may find them a little difficult to 
handle because of their added stiff- 
ness, but this extends perhaps only 
to the first two or three plates, after 
which their handling becomes mere 
routine. ‘Their endurance properties 
contribute much to increased plate 
life, and the high ductility values 
represented by resistance to frae- 
ture or flexing over sharp bend radii, 
and by elongation under stress, are 
most important. 

With many processes monel plates 
may be run virtually dry, using tap 
water alone as the fountain solution. 
Chemical additions are not generally 
required to improve the wetting or 
corrosion resisting properties — of 
monel plates, and where they do 
come into use their function has to 


do principally with controlling seum 


and ink contamination. Mild solu- 
tions of phosphoric and chromic 
acids, together or separately, with 
gum arabic make satisfactory foun- 
tain etches for monel. To meet those 
special requirements covered by 
paper and ink variations some ex- 
periments will be indicated for best 
pH control with each class of work. 
Monel has almost complete resist- 
ance to corrosion by lithographic 
inks, which minimizes ink contami- 
nation while the press runs, and, 
with the lessened water require- 
ments, is very useful in keeping ink 
dilution to the desired minimum. 
An interesting application of mo- 
nel’s high resistance to corrosion by 
strong alkalies comes about in a proc- 
ess for reclaiming chemically used 
albumen and gelatin plates. Experi- 
ence bears out that caustic soda so- 
lutions in strengths to about 30 per 
cent by weight at room temperature 
will serve adequately to dissolve the 
hardened resists completely, and 
at the same time have no significant 
action on the grain characteristics 
of the monel plate. Soda ash or tri- 
sodium phosphate solutions in 5 per 
or 18 
room 


cent concentration at 150° F., 
per cent caustic potash at 
temperature, are said to do equally 
as well. Rinsing in weak acetic acid 
solution prior to the alkali treat- 
ment helps materially to clean off 


Table II 


Corrosion by Lithographers’ Reagents 
Quiet Storage 


5% Solutions 


REAGENT 


Acetic Acid 

Chromic Acid 
Hydrochloric Acid 
Phosphoric Acid 
Sulphuric Acid 
yWosbecteyebibbest oAZetach otel.) 
Sodium Hydroxide 
Sodium. Chloride 


Trisodium Phosphate 
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Indicated Corrosion Rates As 
Inch Penetration Per Year 








the ink and grease residues, and has 
been used as an added step to insure 
the best These 
washing 
structive to the monel plate, nor to 


plate cleanliness. 
treatments are not de- 


its grain, and their use may be indi- 
cated where small plates used for 
short runs must be reclaimed at 
moderate cost. The exact number of 
times monel may be reclaimed 
chemically between grainings should 
be checked by experience, and will 
depend principally on type and 
quality of the work to be printed. 
With the deep-etch and similar proc 
esses giving hard wear to the plate 
surface a full regraining after each 
use should be specified. 

In summary, those properties of 
monel which make it useful as a 
lithographic plate material include 
high mechanical strength and ductil 
ity, good resistance to corrosion and 
wear, and ready amenability to 
preparation by the accepted trade 
practices. Its combination of prop 
erties permits close control of work 
quality, increased plate life, and 
longer press runs with one plate. In 
practical service monel plates have 
been used successfully for gelatin, 
albumen, and deep-etch printing, 
and for certain special processes of 
more recent development. 

* 
Lens Supply Unaffected 

The supply of photographic lenses 
has not affected by the 
European situation according to an 
announcement by ©. P. Goerz 
American Optical Co., New York. 
The company states that its New 
York factory is able to supply cur- 
rent demands. Sensing the possibil- 
ity of interruption or delay in im- 
ports of certain types of optical glass 
necessary for the production of its 


been 


lenses, the company has accumulat- 


‘ed suffcient stock on hand to take 


care of normal demands of the 
trade for a considerable period. 
* 

Wilgo, Inc., New York, has just 
installed a new 17” x 22” Weben- 
dorfer offset press. 

* 

Aewelltone, Inc., New York, re- 
cently added a new 22” x 29"" Web- 
endorfer offset press. 
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PROBLEMS OF COLOR 


in theory and practice 


tT was LeBlon, a French mez 
zotint etcher, who discovered 
early in the 18th 
that all the colors in the spectrum 


century 
could he produced by red, yellow 
and blue inks, and thus laid down 
the basis for three-color reproduc- 
It was by. dint of hard labor 
that Le- 
Blon produced the first color process 


tion 
and exhaustive research 
work. The history of color reproduc- 
tion since that time has been marked 
by a similar exhaustive effort in or- 
der to develop the perfect color re 
production process. [t is filled with 
stories of discouragement and dis- 
heartening trials enough to torture 


Mil- 


lions of dollars have been spent, one 


the inventive genius of man. 


after another tried and 


Still, in spite of these 


process 
abandoned 
handicaps, progress has been made, 
and today, as a result, color photog 
raphy and color reproduction is 
coming into its own 

place in 


Certainly color has a 


modern and 
( ‘ol r 


commerce industry. 


sells merchandise. It is far 


persuasive and convincing 
than black and white. Those once 
bitten by its virus find black and 
white dull indeed Color Is here to 
stay, and yet, notwithstanding the 
progress it has made and its increas- 
ing use in advertising, it is far from 
perfect, and suffers from not a few 

? Abst rac ts of an address delivered before 
the class in the Intensive Course in the Funda- 
mentals of Lithography. sponsored by the 
Lithographic Technical Foundation, New 


York 
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dence of radiant 


By Howard D. Lester 


Dufaycolor, Inc.* 


limitations. Let's see what they are. 

There are two types of color pho- 
tography which are of commercial 
importance, that which is produced 
by the additive process and that 
produced by the subtractive proc- 
ess. But since all color reproduc- 
tions are made by the subtractive 
system, in which the colors are ob- 
tained by mixing colored pigments 
to produce either transparencies or 
paper prints, let's confine our atten- 
tion to it. 

A re-statement of the theory and 
definition of color will get us off to 
a good start: 

Light is radiant power (the time 
rate of transfer of radiant energy) 
The 


wave length limits of visible radiant 


multiplied by its visibility. 
energy extend roughly from 700 to 


$00 =millimicrons. Since a milli- 
micron is equal to 1/1,000,000 mm., 
which in turn is equal to 1/25,400,- 
000 inch, the wave length of green 
light, for example, is about 1/48,000 
inch. Color is the term used to de- 
scribe all visual sensations. It is 
the sensation evoked by the inci- 
energy upon the 
retina, and possesses three charac- 
teristics: (1) brilliance, (2) hue, and 
(3) saturation. Brilliance (luminos- 
itv or brightness) is that attribute 


with respect to which a color may 


be rated as equivalent to some mem- 


ber of a series of greys of which 
black and white are the terminal 
colors bril- 


members. All possess 


liance, and fall naturally into two 


classes: (a) those which possess no 
other attribute and (b) those which 
possess other attributes in addition 
to brilliance. 

Colors which possess no attributes 
other than brilliance are called 
greys. Hue is that attribute of some 
colors by virtue of which they are 
not grey and in respect of which 
they fall into classes which may be 
designated as reddish, vellowish, 
greenish or bluish (these form a 
closed series via the purples). Satu- 
ration is the degree to which a hue 
exhibits relative vividness or de- 
parts from grey. Quality is that 
aspect of color which comprehends 
both hue and saturation. 

Color is produced by the de- 
struction of color. If we lay a wash 
of red pigment onto a piece of white 
paper, all colors in the white light 
which fall upon that area are ab- 
sorbed or destroyed, and only the 
radiations in the red portion of the 
spectrum are returned and are re- 
corded by the brain as the sensation 
of red. We know, that 


color is not a property but a sensa- 


therefore, 


tion, and that we can control that 
sensation within the limits of the 
dyes and pigments which are light 
Although there are 
nature 


permanent. 
many colors in which are 
fugitive, we have a long list of per- 
manent and semi-permanent colors 
which is constantly being extended 
by research in the dye and pigment 
industries. 

We also know that destruction of 
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color can be carried further, and 
that the spectrum can he divided 
by filters into definite bands by the 
absorption properties of colored 
glass or colored gelatin, just as all 
color absorbs and reflects. Of course, 
less light emerges from a _ colored 
filter than 


definite ratios are established, de- 


falls upon it, so that 


pendent upon the absorption power 
of the filter and the kind of light in- 
cident to it, to compensate. Spectro- 
graphic curves have been made for 
all filters designed for a specific 
purpose, and we know the relation- 
ship of that absorption to the photo- 
graphic emulsions which are used as 
the recording medium. 

A. J. Bull wrote as follows in the 
Photographic Journal in 1935: 

“In photographing a black and 
white subject, a photographic rec- 
ord is made, a negative, in which 
the dense silver deposit corresponds 
to the distribution of white in the 
this, 


black is printed from those parts of 


original. In printing from 
the negative where there was no 
Then 


spectrum of white light into three 


light action. dividing the 
portions in which the dominating 
hues are red, green and blue, one 
photographs, first, in such a way as 
to record the distribution of red 
light reflected by the original. In 
printing from this negative, the 
reds are left as whites and those 
portions are printed which did not 
reflect red light, or in proportion as 
they did not reflect red light. The 
printing color should, therefore, re- 
flect all of the light of the spectrum 
except the red region, and such a 
In the 


same way, the negative which re- 


color is brilliant blue-green. 


cords the blue and violet light of 
the spectrum should be printed in 
an ink reflecting the whole of the 
red, yellow and green light, which 
is brilliant yellow. The green filter 
negative records the green light of 
the spectrum and one should print 
with an ink which reflects the whole 
of the red light and also the blue 
and violet light. Such a color is 
magenta.” 

Nevertheless, while in theory such 
a process as that just described 


above should result in a_ perfect 


color record, there are deficiencies 


NovEMBER 1939 





in the subtractive process which 
may be enumerated as follows: 
The pinks (or magentas) always 
transmit, or reflect, the reds fairly 
well, but they fail to reflect  suffi- 
cient of the blue, and do not absorb 
the green light as they ought. As 
for the yellows, while they ap- 
proximate reasonably well to the 
ideal standard, at the same time 
they do not completely absorb the 
blue and violet, of which 10° per 
cent is often reflected. The blue- 
green are very poor transmitters, 
or reflectors, of green light and very 
inefficient for blue. Neither do they 
by any means absorb the red which 


they are required to do. 


es these deficiencies  distor- 
tions are caused. The greens 


are rendered too dark, too grey, 


too brown and desaturated; the 
blue-greens are rendered too dark, 
too grey, often purplish and de- 
saturated; the blues are rendered 
too dark, too purple and desatur- 
ated; the violets are rendered too 
dark, too red and desaturated. The 
distortion may be even greater in 
desaturated tones of these hues. 

Green is only photographically 
recorded in the green negative (red 
printer), the other two negatives 
treating it as black. But as the 
amount of light reflected by green 
objects rarely approaches the green 
light reflected from a white, it there- 
fore follows that there must always 
be a considerable amount of ma- 
genta ink printing on the greens in 
order to render them accurately. 
This would not present any diffi- 
culties if the availabie yellow and 
blue inks produced a green which 
reflected all of the green light which 
fell upon it, but unfortunately the 
combination produces a somewhat 
dark green, and the crimson de- 
grades it still more. 

Assuming that a seale of neutral 
greys (coloring matter which re- 
flects all visible rays equally) of a 
number of degrees of reflecting 
power have been recorded as densi- 
ties on the negative, directly pro- 
light 


power of each grey step, then the 


portional to the reflecting 


problem is to reproduce those greys 
in facsimile in the print. Were the 





available dyes and pigments just 
what we want, we know that each 
of the 
third of the spectrum entirely. 
Whatever the process may be, it 


three would absorb one- 


is further demanded that the max- 
imum color density obtainable of 
each of the three primary subtract- 
ers should be that which is just 
sufficient to absorb completely the 
waves which theory tells us should 
not be transmitted, or reflected. 
This condition must be observed by 
any maker of a_ three-color sub- 
tractive material. It is the condition 
which enables the production of 
black. Next, identical contrast gra- 
dient should be obtainable within 
the limits of processing, or photo- 
graphic response. (Three identical 
scales must be printable in magenta, 
vellow and blue-green.) 

If these 
realized, then, when the three sub- 


conditions could — be 
tractors (in wedge form) were super- 
posed, it would be true that the 
light transmitted by any step would 
consist or equal quantities of every 
visible wave length —each step a 
true neutral grey and a facsimile of 
the original neutral grey scale of 
which the record was made. Actu- 
ally this is very difficult to do in 
practice for the following reasons: 

1. The three negative records are 
rarely perfect, in that the contrast 
gradients will vary, and the number 
of steps correctly recorded will not 
be the same. 

2. The dyes or pigments available 
do not conform strictly to the selec- 
tive absorptions laid down by theory. 

3. The contrast gradients of the 
color scales may vary owing to de- 
fects in the printing process em- 
ployed, or in the characteristics of 
the coloring matters used. 

The final printing record is of 
little use unless a fairly good neutral 
scale can be made from superposed 
primaries. The practical procedure 
must be as follows: 

1. The 
bear a record of at least the first 


three negatives should 
few frames of a neutral grey scale 
chart. 

2. The three negatives should be 
developed to the same contrast 
gradient (gamma), the gamma _ be- 


(turn to page 51) 
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C. E. CHAMBERS 


ARTISTS 


GUILD 


BUREAU 


AST MONTH saw the inception 
in New York of a new 
undertaking which should 
prove a boon to the creative lithog 
rapher and his ofttimes harried art 
director. This was the formation of 
the Artists’ Guild Bureau, subsidiary 
of the famous Artists’ Guild, to act 
as liaison officer between the Guild's 
members, among whom are this 
country’s top-notch free lance com 
mercial artists, and their clients. 
Fundamentally a sales organiza 
tion, Artists’ Guild) Bureau will 
merchandise the products of its 
members’ palette and brush by help 
ing the buyer in every way possible 
with his art problems—by offering 
ideas, samples of artists’ work, 
entering into discussion of prices 
and terms—often a trying subject 
when artists and business men get 


together-- and by expediting pro 


















DEAN CORNWALL 


duction and arranging for deliveries 
of work. 

For example, should a lithog- 
rapher like ideas for a poster using 
men and women of the country 
club type, or the horsey set, or the 

outdoor type, all he has to do is 
S call the Bureau and samples of 
artists’ work noted for those types 
will be sent him, together with 
prices. 

After making his selections the 
lithographer can either: (a) request 

that the artist contact him directly 
U and carry on without further as- 
sistance from the Bureau; or (b 
request that a service man from the 
Bureau take instructions and see 
the job through, with or without the 
artist being present, and assume all 
responsibility for the service and 
production. 

Phe Bureau is a cooperative en 
terprise controlled by the artists 
themselves through the Guild, and 
derives its operating revenue from a 
commission of 25 per cent charged 

the artist on the sale of work 
massing through the Bureau. It 

imbers among its members such 
itstanding artistsas Norman Rock- 
ell, J. ©. Leyvendecker, Dean Corn 
all, Al Parker, Peter Helek and 
thers. On these pages, VIODERN 
ITHOGRAPHY shows the representa 
e work of four of the Guild's 
embers mace available through 

Bureau. The Bureau is under 

direction and management. of 
rye Baker and Norman Mingo, 


th Gruild members 
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Need for Efficient Proofreading 
in Lithographing Work Growing 


BY JOSEPH LASKY 


Yveny lithographer wants his 
} - product to be as perfect aS pos- 
sible. This includes design, ink, pa- 
per, presswork, and last, but not 
Year after 


year, lithography is being used to a 


least, the proofreading. 
greater extent in the production of 
broadsides, catalogs, advertising lit- 
erature, and books. This involves 
reading-matter containing names, 
dates, statistical matter, prices, and 
other items of vital importance to 
the customer. Should errors be dis 
covered the question arises: who did 
the proofreading and who is respon 
sible for the errors? 

‘Lhese mistakes, in the majority of 
instances, could have been prevent 
ed if the proper precautions, based 
on a know'ledge of proofreading, had 
been exercised. Proofreading is a 
service of such vital importance that 
its usefulness cannot be overesti 
mated. Those who perform this sery 
ice should make doubly sure that 
the work will be delivered to the cus 
tomer exactly as he ordered it. The 
average customer, as a general rule, 
knows very little about proofread- 
ing. 


The lithographer should guard 


against misspelled words, faulty 


punctuation, poor sentence struc 
ture, bad grammar, transpositions 
of captions, insertion of wrong cuts, 
repetitions, words left out, irregular 
division of words, and many other 
errors, which, if not caught and cor 
rected, will spoil an otherwise excel 
lent job 

There are hundreds of employ 
ees in this industry-—-among them 
clerks, salesmen, production men, 


he wokkeepers, 


ete who attempt to do proofread 


managers, foremen, 
ing to the best of their ability. But 
this ability falls far short of the re- 
quired standards, due to lack of suf- 
fieient traming 


For instance, mony people find 


spelling a serious obstacle 


correct 


Is it “acknowledge- 


ment” or “acknowledgment,” “‘dis- 


to overcome. 


appointment ” or “dissapointment,”’ 
“dissipation” or  “disippation,” 
maintainance’ or “maintenance,” 
“assinine”” or “asinine,” “truccu- 
lent” or “truculent,”” “loadstone” 
or “lodestone,” “perseverance ”’ or 
* perserverance **? 

Is cooperation spelled * co-opera- 
tion,” ‘coéperation,” or “ coopera- 


How 


“A two-year course,” 


tion’? would you write it: 
“a two year's 
course,” or a “two years’ course’? 
Is counselor spelled with one “Ll” or 
two “T's” and why? Would you say 
“Guaranty Trust Company are” 
or “Guaranty Trust Company ts’? 

Below is a good sized list of perti- 
nent topics that come within the 
province of proofreading: 

1. The correct method of marking 
proofs. 

2. How to 


their proper sequence. 


assemble proofs in 


3. How to prepare the proofs for 
the customer. 

+. The proper method of submit- 
ting a query. 

+. Is the word “State” capital- 
ized or made lower-case? 

6. Is the period or comma placed 
inside or outside the quotation- 
marks? 

7. Do the marks of punctuation 
go inside or outside the marks of 
parenthesis? 

8. Is it proper to begin a sentence 
with figures? 

9. Are collective nouns singular 
or plural? 

10. Is 


p. m. correct ? 


Friday evening at 5:00 

The foregoing are only a small 
part of the thousands of  topies 
which confront anyone who desires 
to do efficient and intelligent proof- 
reading. 

(This is the first of a series of col- 
umns on proofreading by Mr. Lasky 


tnother wili appear neat month.) 





Amity Press, Boston, lithographer 
and printer, has lithographed the 
new book, “Donn Fendler—Lost on 
a Mountain in Maine,” which is the 
story of the experience of the twelve- 
year-old Fendler boy who last July 
became separated from his compan- 
ions and lived for nine days in the 
Maine wilderness while searching 
parties hunted for him in vain and 
finally gave him up for lost. This ts 
the story of his survival and the 
experiences and adventures he was 
forced to go through. The book was 
written by Joseph B. Egan. The 
types used in the book are Monotype 
Garamont set up at Amity-Ambrose 
Press, Norwood, Mass. The paper 
used is a Tileston and Hollingsworth 
eighty-pound basis offset. The book 
was printed on a Harris LSB Press 
using Fuchs and Lang offset black 
ink. Slightly over 250,000 impres- 
sions, averaging 5,000 impressions 
per hour consistently, were made. 
The book is a credit to the offset 
department of Amity Press, and an- 
other striking example of the inva- 
sion of the book production field by 
offset. 


e 
ec’ :. , ” 
ach With Skis Own Brush, 
1 history of contemporary Christian art 
Asia and Africa, by Daniel Johnson 
Fleming, is the title of a new litho- 


ist published by Friend- 


jyraphed | k 
The book, which 


ship Press, New York 
ixty-five reprodu 


-arvings, was designed 


>tions ol 





k Eugenia Porter and printed by 
seneral Offset Co., al § New York 

This new book, 75 by 1034, priced at 
$1.50, was designed to circulate among 
1 small selected group of readers, but 
rirtue of sheer merit and beauty 


finds itself in demand among circies 
nhabited by better publicized and com 
l The author, the 


ming, Ph.D 
lion Theo 






xt Ur 


yical Seminary, New York. Eugenia 
Porter has achieved the utm warmth 
through the fine treatment he ha 
yiven the format. The selection of the 

t-tone eggshell stock has enabled the 
llustrati to be presented in a most 
sharmin g fashion i her choice of 
type for the captions and the text has 


one. The panel 


1iost fortunate 
title page, which may be examined in 
) 1 true example 
of the artistic results which may be 
obtained by simplicity of design. The 
l 1s produced by offset 


entire volume w 
lithography and is evidence of the 
giant strides which this process has 
made within the last few years 
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CONTEMPORARY CHRISTIAN ART 
IN ASIA AND AFRICA 





By DANIEL JOHNSON FLEMING 


Union Theological Seminary, New Y ork 
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LU HUNG NIEN: THE LANTERN FESTIVAL 


A lantern festival heralds the Chinese New Year and takes on an added beauty in this 
picture through the dedication of the festival to Christian ideals in today’s renaissance 
of Christian art. 





























“SPREADING THE SILK’’ IN CHINA 

N THE MODERN Christian compositions which follow this introduction one 
I cannot help but catch the pleasure taken in trees, and flowers, and rocks. 
For nowhere in art has landscape been so central and dominant a theme as in 
China. Her artists never tire in portraying mountain and mist and stream, 
or a spray of flowering plum, or slender bamboos trembling in the wind. The 
mood of a Chinese artist seems to be at home with mountain solitudes and 
rushing torrents, and he loves to picture the small figure of a sage or a way- 
farer at the foot of a towering crag—possibly an unconscious symbol of his 
conception of the relative place of man. 

Yet Christian artists are breaking with traditional Chinese painting in so 
far as it has become a spiritless and monotonous repetition of formal and 
standardized motifs. They are blending classical formule with a wealth of 
Christian themes. In this new way of “spreading the silk’—an old Chinese 
way of describing the painter's art—they are confident that they are helping 
Chinese painting to flower afresh, bringing to it an inexhaustible fund of 
inspiration. 

Early in the Buddhist approach to China extensive religious use was made 
of Chinese art forms in sculpture, painting and architecture, making a profound 
impression on the Chinese people. But although Christianity entered China 
at least thirteen hundred years ago, so far as is known no great use was made 
of Chinese art for Christian purposes until the past fifty years. Most of it has 
been produced within the last two decades by both Protestants and Roman 
Catholics. It seems appropriate that the nation which has done so much for 
art should give to the world through this medium its interpretation of things 
Christian. 

The Nestorian Christians who went to China in the seventh century ex- 
pressed themselves artistically, so far as we know, only in enlisting one of the 
best calligraphists of the T’ang dynasty to write the characters cut on the 
famous Nestorian Monument in Sianfu. No artistic remains have been found 
of the Roman Catholic missionaries who served in Peking during the thirteenth 
and fourteenth centuries—the second great period of Christianity in China. 

During the third great period of Christianity in China (the seventeenth and 
eighteenth centuries) the brilliant group of Jesuits included several very able 
artists who learned to paint in Chinese style. The Chinese art historians them- 
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LUKE CH EN: MADONNA OF THE MOON WINDOW 


The moon gate and round window are always intriguing elements in 

Chinese architecture, as well as in paintings. The Chinese regard the 

paintings of bamboo as most near Chinese calligraphy, which is held in 
even higher regard than Chinese landscape. 





EacH WitH His Own Brus,” published by Friendship Press, was 





designed by Eugenia Porter and offset-lithographed by General Offset Co., | 





Inc., New York. The text was set in Intertype Garamond 6y Compton & 


Stern. Insert by courtesy of the publisher and General Offset Co., Inc. 











Miniature 24-Sheet Posters for 


Broadsides and Window Displays 


New advertising specialty developed by 
West Coast lithographers proves popular 


ITHOGRAPHED color-approxi- 
mations in miniature of 

twenty-four sheet posters is 
a sideline that is developing into a 
specialty of the lithograph depart- 
ment of Knight-Counithan, San 
Francisco. For about a year, now, 
Knight-Counihan has been experi- 
menting to perfect the technical 
process of producing these minia- 
ture posters, which are used as an 
extra advertising service to clients 
by an outdoor advertising firm on 
the Coast. 

Foster and Kleiser, the advertis- 
ing house for which Knight-Couni- 
han developed the miniature posters 
in lithograph, supply the miniatures 
to their clients desiring the extra 
service, and these 24-sheet poster 
advertisers in turn distribute them 
to their dealers as broadsides or for 
use in window displays. Already, 
the advertising firm has built up 
this service to the point where at 
least 50 per cent of the clients using 
24-sheet litho- 


graphed broadside service as well. 


posters take the 


The size of the broadside sheet is 
20" x 25” and includes whatever 
advertising message the advertiser 
may wish to convey to his dealers 
or distributors. The color design or 
pictorial design (which is the portion 
used in window or interior displays, 
ete.) is 6” x 18”, and presents an 
exact miniature of the Foster and 
Kleiser billboards that are familiar 
to everyone on the West Coast. 
They are produced in quantities 
ranging from 200 to 8000, depend 
ing on the needs of the client. 

These posters in miniature are not 
color facsimiles: they are color ap- 
proximations. Unless special colors 
are required, the regular chromatic 
red-yellow-blue_ three-color process 
is used. 

In producing the miniatures, 
Knight-Counithan receives a_ black 
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and white photograph of the original 


twenty-four sheet poster design. 


From this point, the lithograph 
department may work in any one 
of three ways: (1) They may have a 
tissue overlay with a color design 
crayon ed in; or (2) an actual sketch 
itself.—but this is 


they may receive 


of the board 
rare—, or (3) 
Kodachrome 45 mm. slides. This 
latter is the new trend and may be 
increasingly followed. Any one of 
these three aids serves as color 
guide. The process then is to take 
three shots, one from each color, of 
the black and white photo, and the 
color artist works on the plates to 
stage and etch them so as to have a 
good plate for each color. Immedi- 
ately press plates are made and the 
job is run. 

Of the jobs done by 
Counthan in this new field, 75 per 


Knight- 


cent have been produced in as few 
as five days, which is regarded as 
very rapid delivery. The longest 
period required on any of these jobs 
has been eight days. 

Responsible for the development 
of this interesting branch of litho- 
graphing in the Knight-Counihan 
Miller, head of the 


department, who has 


plant is Ed 
lithograph 
been with the firm for many years 
and in the lithograph field for close 
to 45 years. He is one of the West's 
outstanding craftsmen. 

The lithographed miniatures idea, 
Shean of Knight- 


Counihan believes is exclusive with 


which Austin 
his company, is just emerging from 
its experimental period. Mr. Shean 
thinks it has very excellent  possi- 
bilities of being developed as a 
specialty. What gives it an appeal 
for advertisers is that it has been 
possible to develop” efficiency of 
handling that now gives good repro- 
duction at considerable economy. It 


is exceptional for an advertiser to be 


able to order, say, 200 copies of a 
reproduction and get them at a 


reasonable price. One thousand 


pieces can be supplied for under 


$200.00 by this process. 
e 


Magill-Weinsheimer Co., Chica- 
go, and John Igelstroem Co., Masil- 
lon, O., both lithographing concerns, 
received nation-wide publicity in an 
article appearing recently in) Signs 
of the Times which discussed posters 
lithographed by Igelstroem = Com- 
pany and a lithographed window dis- 
play created by Magill-Weinsheim- 
er. The posters were made from 
fabrics chemically treated to with 
stand outdoor exposure, which the 
Ohio concern is credited with de 
veloping some vears ago; while the 
Magill-Weinsheimer 
play, in four colors, was designed 


window — dis- 


to fit any size window, cither as a 


complete display in’ itself or in 
combination with company prod- 
ucts. Regarding the display the 
magazine article said: ‘ Multiplicity 
of arrangement is virtually limited 
only by the imagination, and is ac- 
complished by a simple re-arrange- 
ment of streamers running from 


window seals or sample material.” 


Lithographers have been invited 
to participate in the 500th anniver 
sary of the invention of printing, to 
be observed in 1940. In extending 
the invitation to lithographers, Will 
Ransom, secretary of the Printing 
Anniversary Committee, 255 Madi 
son Ave., New York, pointed out 
that the celebration will consider 
the relation of all) contemporary 
graphic arts to culture and eiviliza 
tion, and “will remind the entire 


much they owe to 


country how 
these arts and industries.” It is felt, 
therefore, that lithographers as well 
as letterpress printers might) wish 
to take an active part in the cele 
bration. Further details may be 
obtained by writing to Mr. Ransom. 


es 
The Durochrome Co. of Los An 
geles, makers of decaleomanias, has 
opened an office at 405 Lexington 
Ave., New York. Lloyd A. Schiller, 


Kastern sales manager, is in charge. 
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In and About the Trade 





Becktold to Move 


Recktold 3 he) | 
the largest bookbinding 
Middle West, has taken a 


20-year lease on one complete floor 


Lous. one of 
conce;ris 


mothe 


and part of another in a building at 
The 


than 


2701 03 Olive St plant 


52.000 


new 
will comprise more 
square feet of floor space in a build 
mg 250 hy 135 feet in size. Andrew 
Wunsch is president and treasurer 
of the 


vice-pre sident, 


Conrades, 


Hent 


COnCCTH J i 
and Henry 
schert, secretary 

* 
Builds Two-Story Addition 


\ two-story addition to its pres 
ent plant is being added by Wolff 
Printing Co., St The addi 
approximately 
$25,000, will have a frontage of 49 
feet and a depth of 134 feet. John 
Wolff is president of the company, 


Louis 


tion, said to cost 


which specializes in) large-volume 
offset printing 

+ 
Phoenix Cap Buys Property 


Phoenix Metal Cap Co., Chicago, 


has purchased a large empty indus 


trial structure directly across the 
street from its main plant at 2444 
W. 16th St.. in that city 
* 
Buys New Webendorfer 
Northern Bank Note Co., Chica 


go, recently disposed of one of the 
city’s oldest printing relies, an old 


style stom lithographing — press 
which had been In service for years 
Webendorfer 17 x 22 offset 
press was purchased to replace it 


Harry k 


treasurer of the 


\ new 


Spell r ois president and 
company, which 
specializes itt bonds and 


stock certifieates 


printing 


= 
Heads Seybold Div. Sales 
Harris-S« yvbold Potter ¢ O.<. OF 


Cleveland, 


pointment of 


has announced the ap 
John ( 
sales manager of its Seybold Divi 
sion, Davton, O. William Kinzeler, 


Dabney as 
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sales becomes 


of the 
trict, with headquarters in Dayton. 


formerly manager, 


manager central sales dis- 





Joun CC. DABNEY 


Baber is 


sales manager. John R. Lehman re 


Glenn named = assistant 


mains as resident manager of the 
Dayton factory. 
Mr. Dabney is a graduate of the 


Harvard School of Business Ad- 


ministration and has been with the over thirty-two vears, 

sales organizations of a number of month 

An exhibit f lith graphed products and media used by Amer Ma 1dvertisers ft S od 
their products abroad was showr it the New York World Fair al ist montt 
Photographs of 24-sheet posters, samples of displays, maps, booklets, folders, house 
rgans and |- 2- and 3-sheet posters were displayed In the photograph products 
f Kindred, Maclean G C Einson-Freemar David We: Sor ind Strobridge 
Lith in be seer The Lithographers National As ition held the exhibit 











companies, among them Standard 
Oil Co., of Ohio. He joined Harris- 
Seybold-Potter last May as man- 
ager of sales research and promotion. 
e 
Gevaert Buys New Plant 
Gevaert Co. of America, New 
York, announces the purchase of a 
new factory at Williamstown, Mass., 
for the manufacture of Gevaert 
photographic products in the United 
States. The company expects very 
soon to be able to supply American- 
made films and other sensitized 
materials. Gevaert Co. of America, 
at the present time, operates as dis- 
tributor for Gevaert Photo Produc- 
ten, N. V. of Belgium, with head- 
quarters in leading U. 5. cities. The 
company announces that the pur- 
chase is in line with a move to bring 
its source of supply closer to its 
markets. 
e 


Louis Edwin Christina, secretary 
of Eagle Lithographing Co., Cin 
died last month. He 
stricken in’ New York 


tending the World Series 


cinnati, was 


while at- 


. 
Miss Margaret 1 YeSerisy, assoc! 
ated Printing & 


Lithographing Co., Cineimnati, for 


with American 


died last 
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Foto-Lith Reorganizes 
Foto-Lith, lithographing 
concern of Cincinnati, has been re- 


Inc., 


organized, with enlargement of its 
board of directors, according to an 
announcement made last month at 
the annual stockholders’ meeting. 
J. R. Zimmerman, active head and 
majority stockholder, was re-elected 
president-treasurer. Other officers 
are Charles E. Fay, vice-president; 
Harry E. Brinkman, secretary; and 
F. W. R. Lotz, assistant treasurer. 
These officers and John W. Cowell 
constitute the board of directors. 


e 

Letterpress Firms Add Offset 
Three Chicago letterpress con- 

cerns, M. L. Frankling Printing Co., 
Mart Printing Co., and Hamilton 
Printing Co., have recently added 
offset presses to their facilities, a 
Webendorfer 17 x 22 press being 
selected in all three instances. 

aa 


Markets New Display 


Badger Printing Company, Ap- 
pleton, Wis., is marketing a new 
motorless motion display under the 
‘“Motionette.”” The 
manufactured of 


trade name, 
display can be 
paper, plastic or metal, or a com- 
bination of these materials. 


a 
Miss. Paper to Relocate 

Mississippi Valley Paper Co., has 
sold its building at 2100 Washing- 
ton Ave., St. Louis, and purchased 
a 150-foot building site on Market 
St., near Ranken, for the construc- 
tion of a new building. 

The deal resulted from the paper 
company’s desire for a plant with 
railroad trackage facilities. Details 
of the paper concern’s new structure 
have not yet been made public. The 
company does a substantial export 
business with South America as well 
as its local volume, and the acquisi- 
tion of property with rail trackage 
Donald Judd _ is 
vice-president and local manager. 


was important. 


= 
Elected Vice-Presidents 
Alexander Thomson, Jr., and Her 


bert T. Randall were added to the 


list of vice presidents of Champion 
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The three types of art now in most general use in poster advertising 
At the left is a poster reproduced from a Kodachrome negative 


illustrating the use of direct color photography 


In the center pane! 


is @ modernistic design by Joseph Binder, advertising Outdoor 


Advertising and at the right 
human interest story for Coca-Cola 
graphed by McCandlish Lithograph Corporation of 


Paper and Fibre Company at the 
annual meeting of directors and 
stockholders held at Hamilton, O., 
last month. Mr. Thomson is the son 
of the late Alexander Thomson, 
chairman of the board, who died last 
June. He was chosen as director to 
succeed his father. He also is ad- 
vertising manager for the company. 
Mr. Randall is consulting engineer. 
Other officers and directors, all re- 
elected, were: 

Logan G. Thomson, president; 
Reuben B. Robertson, Sr., executive 
vice president; H. W. Suter, Reuben 
B. Robertson, Jr., and Clarke Mar- 
ion, vice presidents; Scott Zoller, 
secretary and treasurer; J. L. Hen- 
son, controller and assistant secre- 
tary: W. J. Damtoft, 
secretary, and C. S. Bryant, assist- 


assistant 


ant treasurer. Directors are Logan 
G. Thomson, Alexander Thomson, 
Jr., Reuben B. Robertson, Sr., H. 
W. Suter, James M. Hutton, Harry 
G. Pounsford and Charles C. Bene- 
dict, Cincinnati, Henry Bowers, 
New York, and Herbert T. Randall, 
Hamilton. 
a 


Cites F. T. C. Ruling 

The Chicago Graphic Arts Fed- 
eration has called attention to a re- 
cent Federal Trade Commission 
ruling to the effect that a printer is 
guilty of misrepresentation if he 
advertises, or represents, that cer- 
tain types of work he farmed out 
were done in his plant. Says the 
Federation bulletin: * According to 


a realistic painting telling a 
All three posters were litho- 
Philadelphia 


the F. T. C., a printer who advertis- 
es that he is a printer, lithographer, 
engraver, binder, etc., is guilty of 
misrepresentation if all of these 
operations are not performed in his 
own plant. There is nothing, how- 
ever, to prevent a printer from ad- 
vertising that. he solicits orders for 
offset, binding, engraving and other 
operations he does not handle in 
his plant. While the decision of 
the F. T. © 
plants 


affects only printing 
interstate business, 


the broad defi- 


doing 
nevertheless, with 
nition of interstate commerce now 
in effect, all establishments should 
check up on the point involved, if 
there is any doubt in a printer's 
mind, as a cease and desist order is 
bad publicity.” 
* 

Promotes Planographing Dept. 

Johnson, Inc., St. Louis, which 
does a general lithographing, plano- 
graphing and letterpress printing 
business, recently issued a 17 x 22 
broadside advertising its  plano- 
graphing services and prices. The 
folder bore an outside caption read- 
ing: ““Can you use one thousand for 
$6.50?" Specimens of letterheads, 
news articles, forms, advertisements 
and halftones of machinery and a 
feminine model were used in_ the 
inside spreads to show the variety of 
subjects that might be reproduced. 
A price schedule for such printing 
on a standard 20-pound bond paper 
was shown on the inside spread. A 
sealed-in colored return card offered 
the opportunity for inquiries. 
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Stuart Powers to Time 


William C. Johnson, vice-presi- 
dent of Ketterlinus Lithographic 
Manufacturing Co., has been ap- 
pointed sales manager of the New 
York succeeding Stuart 


Powers, 


branch, 
who has resigned to go 
with 7'ime. 
* 

Permalux Moves 

Permalux Co., Chicago decalco- 
mania manufacturers, has moved to 
900-910 W. Lake St., from former 
quarters at 833 W. Washington St. 
Need for additional space to ac- 
commodate increasing business 
prompted the change, according to 
Herbert B. 
the company. 


Temple, president of 


Serves on Exhibit Jury 

Homer J. Buckley, of Buckley, 
Dement & Co., Chicago, was one 
of three judges of an exhibit of 
mutual insurance advertising ma- 
terial held in Chicago recently. 
Many excellent examples of litho- 
graphic work were included in the 
entries from all sections of the 
country. 


. 
Sorg Program Nearly Complete 


Sorg Paper Co., Middletown, O.., 
manufacturers of fourdrinier and 


cylinder papers, announces that the 


$250,000 improvement 
which was begun a year ago will be 
completed by the early part of 1940. 
The company’s improvement pro- 
gram included the installation of all 
the latest paper-making equipment, 
including chlorination methods to 
meet demands for bacteria control, 
automatic moisture control, special 
equipment for handling wood pulp 
and for bulk handling of chemicals. 
The company also plans extensive 
promotion of its various products 
during 1940, including its standard 


program 


grades of offsets, index bristols, 
postcards, tag papers and other 
specialties. 

° 


Junior Ad Club Elects Hehman 

William H. Hehman, Jr., of Gra- 
ham Paper Co., 10th and Spruce 
Sts., St. Louis, is the new president 
of the Junior Advertising Club of 
that city. 

= 

Addresses Direct Mail Club 


George Gaw, president, Gaw- 
O'Hara Envelope Co., Chicago, was 
the speaker at the first fall meeting 
of the Direct Mail Advertising Club 
of Chicago. “Advertising Dollars 
Must Have Follow-Through Sup- 
port,” was the subject of his talk. 
The plan of staging exhibits of 
direct mail pieces at each luncheon 


was revived. 


Sorg Paper Company's (Middletown, Ohio), $250,000 improve- 


ment program, begun last year, 


is rapidly nearing completion 





Charts Reader Interest 

A new method which seeks to 
determine what attracts and holds 
a person’s attention as he scans a 
page of reading matter or advertis- 
ing is being tried out at the New 
York Museum of Science and In- 
dustry, Rockefeller Center, New 
York. The experiment is being con- 
ducted with a recently developed 
machine called a scanacord, behind 
which the visitor sits while he in- 
spects a printed page set up in front 
of him. As his eye follows its ac- 
customed routine of quick jumps, 
stops and pauses, picking out one 
item after another that catches his 
interest, the ““eye camera” before 
him, with the cornea of his eye 
acting as a reflector, projects a 
beam of light on a slow-moving, 
sensitized film, thus recording the 
path travelled by the eyes. 

When the film is taken from the 
machine and developed, the skips, 
hops and fixations of the eyes are 
shown in a zig-zag track punctuated 
by black dots, and by placing this 
over the given page of printed 
matter, one is able to see what 
ground was covered in the reading, 
where the reader paused and for 
how long. In the current experi- 
ment, both advertising pages and 
pages of reading matter are being 
used. 

a 


News Renews Contract 

The Chicago Daily News Inc., 
has contracted for another showing 
of transportation advertising to 
run for twelve months in Chicago 
Surface Lines. W. B. Clark services 
this account for Barron G. Collier 
Corp. 

e 

Terminex to Use Car Cards 

Terminex of Northern California 
Inc., through Gerth-Knollin Ad- 
vertising Agency, has contracted 
for twelve months of San Francisco 
Surface Car Advertising, featuring 
Termite Control. W. F. Fielder 
handles this account for Pacific 
Railways Advertising Co. This is 
in addition to Terminex Advertising 
appearing in Chattanooga, Tenn., 
and Wilmington, Del., transporta- 


tion systems. 
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AN IMPRESSIVE LIST... 


Eastman supplies a wide variety of films, papers, 
plates, chemicals, and equipment to meet the exacting 
requirements of the Graphic Arts. The comprehensive 
list below indicates how completely the all-important 


field of negative making is covered. 


KODALITH AND OTHER EASTMAN SUPPLIES 
FOR THE GRAPHIC ARTS 


Kodalith Regular Film 

Kodalith Orthochromatic Film 

Kodalith Halftone Film 

Kodalith Thin Base Film 

Kodalith Thin Base Matte Film 

Kodalith Transparent Stripping Film 
Kodalith Regular Negative Paper 
Kodalith Orthochromatic Negative Paper 
Kodalith Thin Base Orthochromatic Paper 
Kodalith Orthochromatic Plates 

Eastman Contrast Process Plates 

Eastman 33 Plates 

Wratten C. T. C. Panchromatic Plates 
Wratten Tricolor Panchromatic Plates 


Eastman Infra-Red Process Plates 
Eastman Infra-Red Sensitive Plates 
Wratten Panchromatic Plates 
Kodalith Package Developer 
Kodalith Acid Fixing Powders 
D-8, D-11, and DK-50 

Package Developers 
Wratten Color Filters 
Eastman Densitometers 
Eastman Lenses 
Kodaflat 
Eastman Photographic Step Tablets 
Eastman Color Temperature Meter 
Wratten Safelights 


The skill and experience of your cameramen need to be supplemented 
by the use of Eastman materials and supplies. Follow the advice of 
the Eastman demonstrator. He can give you many practical sugges- 


tions leading to increased production and improved quality. Order 


Eastman materials from your Graphic Arts dealer. 


EASTMAN KODAK COMPANY eROCHESTER, N.Y. 


Graphic Arts Department 
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“Gentlemen! We use ROBERTS & PORTER leather dis- 
tribution rollers in our plant because they last longest! 
That’s a bit of knowledge I am happy to share with you!” 





A™ why wouldn't he be happy to share such 

information! Those distribution rollers 
he speaks of have been in service for over ten 
years and they haven't given an ounce of trouble 
or cost a red cent for maintenance. No frequent 
recovering, no chips or composition to break 
off and an average life of service of ten years 


and upwards! 


Yessir! Whenever lithographers gather to share 
their knowledge you'll find them eager and 
anxious to spread the word about ROBERTS & 
PORTER SMOOTH LEATHER DISTRIBUTION 


ROLLERS. Their accumulated experiences all 


bear unanimous testimony to the wealth of 
experience (some 40 years of it) in back of 


the name of ROBERTS & PORTER. 


If you are not using our smooth leather dis- 
tribution rollers you are out of step with the 
majority of lithographers. You are not keep- 
ing up with the parade in this era of “share 


your knowledge.” And that, as you well know, 


you cannot afford to do. So why not today, 
now, send us a set of distributors for recovering 
with smooth leather. We guarantee that they 
will be even, and we know you'll be pleased. 


The majority of lithographers can’t be wrong! 


ROBERTS & PORTER, Ine. 


402 SOUTH MARKET ST. 


CHICAGO 
Phone: WAbash 6935 


100 LAFAYETTE 8ST. 
NEW YORK 
Phone: CAnal 6-1646 
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of MASSACHUSETTS 
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OF MERIT IN PRODUCT DEVELOPMENT AND IMPROVE. 
‘THE ASSOCIATED INDUSTRIES OF MASSACHUSETTS 
‘REVIEWED THE PRODUCTS suBMITTED DY 


ouiiasias = “REsmancn, CRAFTSMANSHIP, AND 
(N INHERENT IN MASSACHUSETTS INDUSTRY. 


YX bata — 


CEMRRAL MANACER 


The Sebrof process of poster and display reproduction, developed and used 


by Forbes Lithograph Mfg. Co., 


which earlier in the year was cited by 


Engineering Societies of New England, has again been given recognition 
This time by Associated Industries of Massachusetts with a Merit Award 


Vanti Pa-Pi-A Uses Posters 
The Pa-Pi-A Corp., New York, 
through Erwin, Wasey & Co., is 
featuring its new drink, ‘“Vanti 
Pa-Pi-A”’ in two-sheet posters on 
the stations of the B. M. T. Sub- 
way & Elevated, New York Inde- 
pendent Subway and Long Island 


Railroad. 
* 


Installs New Webendorfer 


Trade Lithograph and Printing 
€o., New York, has installed its 
second Webendorfer web-fed press, 
which lithographs four colors on one 
side of the 


both sides. 


sheet or two colors on 
A feature 
press is the automatic built-in at- 


of the new 


tachment which permits washing-up 
of ink 


them from the press. 


rollers without removing 


* 
Joins Haloid 


Haloid Co., 
nounced the appointment of Irvin 
Carson Young, A. R. P. 5., to its 
staff. Mr. Young holds 
from the University of 
lowa, Uni- 


versity of Michigan and in 1938 was 


Rochester, has an- 


research 
degrees 
University of Toronto, 


voted an associateship in the Royal 
Photographic Society of Great Brit- 


ain in recognition of proficiency in 
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bromoil, as well as straight photo- 
graphic procedures. He has served 
with International Research Corp., 
and Bausch & Lomb Optical Co., 
in technical and sales capacities. 


Offers Lecture Course 


Outdoor advertising, point-of-sale 
displays and direct mail are among 
the major subjects offered in the 
lecture course of sixteen sessions, 
sponsored by the Chicago Federated 
Advertising Clubs this fall and win- 


ter. L. Rohe Walter, advertising 
manager, The Flintkote Co., New 
York, spoke Oct. 25 on “Direct 


Advertising: As a Major Effort 

As a Supplementary Medium.” On 
Nov. 1, Homer J. Buckley, of 
Buckley, Dement & Co., Chicago, 
spoke on “How to Make Direct 
Advertising Pay.” Nov. 8, E. M. 
Zuber, western manager of Nation:. 
Advertising Bureau, lec- 
tured on ‘Outdoor 
Where It Fits into Your Sales 
Plan,” and the Nov. 
by Burr L. Robbins, vice president 


Outdoor 
Advertising 


15 lecture was 


and general manager, Outdoor Ad- 
vertising, Inc., on “The Impor- 
tance of Color, Brevity and Illumi- 
nation in Outdoor Advertising.”” On 
Jan. 31, 1940, H. S. Mons, of 


Chicago Cardboard Co., is sched- 





years in sales and executive 





uled to lecture on “ Point-of-Sale 
Advertising—Types, Methods, 
Costs, Results.”” Frank Gonda, of 
Einson-Freeman Co., New York, 
will speak Feb. 7 on “What to Say 
on Window and Counter Display.” 


Offers New Technical Course 
The Lithographic Technical 
Foundation, New York, is offering 
a new course, known as “Science of 
Pressroom Procedures,” beginning 
Wednesday evening, November 29, 
and running for nine weeks, one ses- 
sion a week. Charles Latham, tech- 
nical expert on pressroom problems, 
will be the instructor. The principal 
aim of the course is to call attention 
to and explain pressroom problems. 
Since a large percentage of produc- 
tion difficulties center in the press- 
room, where unnecessary press de- 
lays often represent the difference 
between profit and loss on a job, it 
is felt that the course is certain to be 
popular with men who are responsi- 


pre CC- 


ble for efficient pressroom 


dure. 
* 


Renews Car Card Contracts 

Liggett & Myers Tobacco Co., 
has renewed its transportation ad 
vertising for the next three years 
featuring Chesterfield Cigarettes in 
21 x 22 end positions in the Boston 
Rapid System, Philadel- 
phia Subways, Pennsylvania Rail- 
the Reading 
Elevated 


This is in 


Transit 


road Suburban Service, 
Railroad, and Chicago 
and Suburban 
addition to the Chesterfield adver- 
tising currently appearing in New 
York rapid and surface 
lines. C. H. Street Rail- 
ways Advertising Co., is representa- 


tive on the account. 


Lines. 


transit 
Murphey, 


F. N. McGehee to Outdoor 

Kerwin H. Fulton, president and 
general manager, Outdoor Advertis- 
ing, Ine., New York, announces the 
appointment of Francis N. McGehee 
as general sales manager. Mr. Me 
Gehee, formerly with the New York 
World-Telegram, has been with the 
Seripps-Howard newspapers for 17 
capaci- 
ties. 
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THE HIGH QUALITY OF 


AIR SPUN JIFFY 
DEVELOPING INK 


OF -4 i  =) Oe) Os ae 
SO WE IMPROVED THE 
CONTAINER IT COMES IN 





The New 
Air Spun 


Jiffy is packed in 
2-Color Lithographed Cans 
that fit the hand 
EASY POUR ONE QUART CANS 


orders 


are filled with 4 one quart cans packed 
in a neat master carton for quick delivery 
via Parcel Post or Express. (See illus- 
tration ) 


Price List 


-Gallon 
of 4 qts. $8.00 


1/2 Gallon 
of 2 qts. 4.25 


1/4 gallon 2.25 


F.O.B, Dealer 











NOW IN ITS 12th YEAR OF 
NATIONAL PREFERENCE 


makes 256 
Gallons 


Imperial Fountain 


Solution Concentrate 


is the acknowledged 
Standard of Comparison 


pH, value stamped on label of all products 


LITHO CHEMICAL & SUPPLY CO. 


63 PARK ROW 


Pacific Coast: California Ink Co., Inc. 


NEW YORK, N. Y. 


Canada: Canada Printing Ink Co., Ltd. 


The Fuchs & Lang Mfg. Company, Div. General Printing Ink Corporation 


New York Philadelphia 
Boston Fort Worth 


Cincinnati St. Louis 


San Francisco Los Angeles Chicago 
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Meyer in New Post 


Albert G. Meyer, for many years 
with Rainbow Lithographing Co., 
Cincinnati, head of the 
lithographic department of Palm 


becomes 


Brothers Decaleomania Litho Co., 
in that city. William Ruff, formerly 
with Strobridge Lithographing Co., 
has been made head of the transfer 
department. 


Chicago Artists Organize 


Lithographers have been invited 
to use the facilities of “Art Center, 
Chicago,” a newly organized project 
to promote art buying for all phases 
of the graphic and advertising arts, 
located at 410 South Michigan Ave., 
Chicago. A display of graphic arts 
products (including paper and type 
designs), together with sample files 
showing the work of individual 
artists are being exhibited at the 
center. Sponsoring the project are 
Chicago Society of Typographic 
Arts, Art Directors Club of Chicago, 
Chicago Guild of Free Lance Artists, 
Association for Color Research and 
Society of Photographic Illustrators. 


N. Y. Litho Club Meets 


The October meeting of the New 
York Litho Club, which was held at 
the Building Trades Club, New 
York, featured a question and an- 
swer quiz on miscellaneous produc- 
tion problems of the industry. Sum- 
merfield Eney, Jr., Champion Paper 
and Fibre Co., presided. Fred Gay, 
Bingham Bros. Co., Robert J. But- 
ler, Fuchs & Lang Mfg. Co., Div. 
General Printing Ink Corp., George 
J. Walsh and Charles Meyer, Offset 
Engravers Associates, Inc., contrib- 
uted information on various prob- 
lems. The use and care of various 
types of rollers, humidity in the 
pressroom, heat dryers and color 
sequence in process printing, were 
among the subjects discussed. Mr. 
Eney and Mr. Meyer enlivened the 
meeting with an abundance of wit 
and humor. 

* 


Joins Chicago School Staff 


The Chicago School of Printing 
& Lithography, Chicago, recently 
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was with 





Miss Marian MoreE.anp 


Chicago, as director of their poster 
and interior display studio. She is a 
member of the Society of Typo- 
graphic Arts and was graduated 
from the Art Institute of Chicago. 
+ 
School Expands Offset Dept. 
Recognizing the steadily increas- 
ing demand for trained lithograph- 
ers, Chicago public school authori- 
ties are planning 
present facilities for teaching offset 
printing at the Washburne Trade 
School in that city. Completion of a 
$387,000 wing to the building, set 
for next April, will provide space 


expansion of 


designed to meet requirements of a 
modern lithographic shop. Here a 
large offset press, a camera, plate 
making apparatus and other equip- 
ment will be installed to conform as 
closely as possible with commercial 
Offset 
Washburne school is at 


plant environment. equip- 
ment at 
present limited to one Harris 17 x 
22 press, for which plates are made 
photo-engraving 


in the school’s 


class rooms. 


om 
Artists Group Adds to Series 
American Artists Group, New 


York, is publishing a series of new 
reproductions of the work of na- 
tionally famous artists this year for 
1939 


ecards now 


inclusion in its series of 


Christmas ready for 





announced the appointment of Miss 
Marian Moreland as instructor in 
lettering and layout. Miss Moreland 


Marshall Field & Co., 


distribution. Among the artists are 
Rockwell Kent, John 
Taylor Arms, Thomas Benton, Alex- 
ander Brook, John Steuart Curry, 
Wanda Gag, Emil Ganso, Andree 
Ruellan, Yasuo Kuniyoshi, Doris 
Lee, Dale Nichols, Mabel Dwight, 
Paul Sample, Henry L. Schnaken- 
berg, Henry Varnum Poor and 
Waldo Pierce. Included this year 
also, for the first time, are reproduc- 
tions of the work of John Sloan, 
Louis M. Eilshemius, Jerome Myers, 
Grant and 


Jonas Lie, 


Luren Ford, Gordon 
Frederick Waugh. The group has 
added nearly 300 new Christmas 
eards for the forthcoming season. 


e 
Car Cards to Feature Turkeys 


Hoffman & Mayer, Inc., will once 
again feature Maplecrest Farm Tur- 
keys in transportation car card ad- 
vertising appearing in the New York 
Independent Subway System during 
the holiday season. Their new con- 
tract calls for October, November 
and December service in 1939, 1940, 
1941 and 1942. W. J. DuBree is the 
Manhattan General Advertising Co. 
representative on this account. 

. 


Ad Women to Hear Gage 

Harry L. Gage, vice president, 
Merganthaler Linotype Co., Brook- 
lyn, will address the Advertising 
Women of New York, November 
27th, on “Advertising Layout and 
Type Composition.” His talk will 
be given in the New York Herald 
Tribune conference room. Mr. Gage 
recently talked before the Allen- 
town Club of Printing House Crafts- 
men, Allentown, Pa., and before a 
branch of the Young Executives of 
the Graphic Arts at Detroit on 
*'Today’s Uses of Type.” 

* 

Arthur Mahnken, Sinclair & Val- 
entine Co., New York, is recovering 
from an appendicitis operation at 
Long Island College Hospital, Brook- 
lyn 

e 

City Printing Co., New Haven, 
Conn., printers and lithographers, 
formerly of 217 227 State Street, 
moved recently to larger quarters 
at 82 Audubon Street. 
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THE OLD WAY 


“TNDIRECT COLOR” 








1. TAKE ORDINARY PHOTOGRAPH 







1. WE TAKE THREE COLOR 






DIRECT COLOR 


THE NEW WAY 





SEPARATION NEGATIVES 
DIRECT FROM SUBJECT 
WITH COLOR CAMERA r 

















2. MAKE ENLARGEMENT 
FOR DISPLAY 


3. COLOR UP ENLARGEMENT TO 
IMITATE COLOR OF SUBJECT 





4. MAKE SMALL SEPARATION NEGATIVES 
FROM COLORED ENLARGEMENT wt 
FOR REPRODUCTION Pd 


~~ 
ba 


5. Provect FOR PLATES TO 
ACTUAL SIZE OF DISPLAY 









THE OLD WAY, you took five steps to reproduction 


You lost something more at each step. 


And what you lost was — LIFE! 


2. WE PROJECT NEGATIVES 













TO ACTUAL SIZE 
TO MAKE PLATES 





ys 


LIFE 


—and the printed page 





THE NEW WAY, we take two steps —lose nothing 
— preserve all the brilliance, vivid color and 
expression. In short, we have captured — LIFE! 


Belying the oft-repeated complaint of many self-appointed critics of the lithographic 


industry that 


lithographers don’t advertise, 


Einson-Freeman Co. is going to town 


with this series of advertisements running now in the advertising trade press. Copy 
emphasizes the realism now possible in the production of window displays through 


direct color photography reproduced 


contrasts the production steps necessary 


Adopts Cash and Carry Plan 

Establishment of the first cash- 
and-carry paper house in St. Louis 
has been announced by Pioneer 
Paper Co., a new concern located at 
1912 Pine St. J. L. Bauman is 
president and Charles McClellan 
secretary. 

In an announcement to the trade, 
the company says the cash-and- 
carry plan is designed to eliminate 
bookkeeping, collection and credit 
departments, credit losses and the 
expense of a sales force. Delivery 
costs will also be eliminated as a 
factor in the selling prices, buyers 
being required either to pick up the 
paper themselves or to employ an 
outside delivery service. The con- 
cern will handle no seconds or job 
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the deep-etch process, and graphically 
the “old way’ and the ‘‘new way.” 


lots, the announcement said, and 
prices will be the same for pur- 
chases of a ream or a carton. On 
orders for broken reams, the price 
will be 25 per cent higher. 


Hears Talk on Kodachrome 


I). ©. Donaldson, in charge of 


lithographic and color work at 
Kastman Kodak's Chicago branch, 
discussed “Kodachrome and _ Its 
Reproduction” at the October 26 
meeting of the Chicago Lithogra- 
phers Club. Ata previous meeting on 
Oct. 14 the club toured the Chicago 
plant of American Printing Ink 
Co. H. A. Kernell, plant manager, 
guided the party. In the round 
table followed, 


discussion which 


Dr. Floyd E. Parmeier, chief chem- 
ist, and Harry Greeder, assistant 
chemist, explained new ink making 
processes and developments. 


On Movie-Taking Vacation 

Philip J. Kober, sales manager, 
Northern Lithographing Co., Chi- 
ago, enjoyed a fall vacation hunt- 
ing with a movie camera in the 
forests around Lac du Flambeau, 
Wis. He succeeded in getting some 
unusual shots of wild life, including 
pictures of beaver at work, a covey 
of partridges flushed along a wood- 
land trail and a close-up of a grazing 
doe. 

a 


Phila. Club Hears MacDonald 

Dr. D. J. MacDonald, director of 
educational activities of the Litho- 
graphic Technical Foundation, New 
York, addressed the Litho Club of 
Philadelphia last month, at the 
Poor Richard Club, in that city. 
Dr. MacDonald told the meeting 
of the activities of the Foundation, 
and what it was doing to help estab- 
lish standardized production proce- 
dure in the industry. 


Chicago Bowling Under Way 

Twelve bowling teams, represent- 
ing all branches of the printing, 
lithographing and allied industries 
in Chicago, lined up last month for 
the start of the annual tournament 
conducted by the Craftsmen’s Bowl- 
ing League in that city. The league, 
whose president is George J. Warm- 
bold, Chicago manager for Sinclair 
& Valentine Co., ink manufacturers, 
is an affiliate of the Chicago Club 
of Printing House Craftsmen. 


Gibney Joins Strathmore 

Albert L. 
Strathmore Paper Co., West Spring- 
field, Mass., as assistant to Cy Nor- 
ton, manager, of sales promotion. 
Mr. Gibney, a graduate of Dart- 
mouth College and the Harvard 
Business School, for the last twelve 
months has been in charge of ad 


Gibney has joined 


vertising and sales promotion for 
Harry ©. Schick, Ine., 
manufacturers, of Newark, N. J. 
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BECAUSE iT. COMPRISES ALL COLORS IN ESSENTIALLY EQUAL PROPORTIONS 


NAV TANT REVEALS THE TRUE COLORS 


& Light of Daylight Quality from “NATIONAL” 
* PHOTOGRAPHIC CARBONS gives accurate 


pone 
' : | | | color reproduction when applied to the process 
- d - 4 “ of photo-lithography 
































MWY 
USE NATIONAL PHOTOGRAPHIC CARBONS 


“TRADE MARK 


“ANS 
FOR COLOR REPRODUCTIONS OF SUPERIOR QUALITY 


NATIONAL CARBON COMPANY, INC. 
Unit of Union Carbide [gig and Carbon Corporation 
Carbon Sales Division: Cleveland, Ohio 
General Offices: 30 East 42nd Street, New York, N.Y. 


Branch Sales Offices: New York - Pittsburgh - Chicago - San Francisco 








RELIABLE LITHOGRAPHIC PLATE CO., Inc. 


: 44 ELIABLE” is far more than just part of our name. It means 
The Pioneer 
to our customers that our plates can be depended on to 
Plate Grainers give first-class results because from start to finish the grain- 
ing is handled by experts of long experience. Our plates 
are made right to work right—they are reliable! 

eceeieamanel ALL PLATES, INCLUDING THOSE REGRAINED FOR 

MULTILITH, ARE MARBLE GRAINED 
We carry a full supply of Zinc and Aluminum Sheets for 


Reliability Offset, Rotaprint and Rotary Presses, in fact for all the 
lithograph trade. 


of America 
a 


Plus Service! 
A trial order should “sell” you our services and products. 


RELIABLE LITHOGRAPHIC PLATE CO., INC. 


17-27 Vandewater St. and 45 Rose St., New York,N.Y. e Phone: BEekman 3-453! 
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Vandercook Proving School 


Vandercook and Sons, proof press 
manufacturers, Chicago, announce 
the opening of the Vandercook 
School of Proving under the direc- 
tion of O. C. Gefkin, printing engi- 
neer. The purpose of the Vander- 
cook School of Proving, according 
to E. O. Vandercook, general man- 
ager, is to develop a definite knowl- 
edge of the most efficient proving 
methods, and show how proper 
proving can serve to speed up other 
printing operations. Instructions 
will be given in the operation and 
care of the various Vandercook and 
Hacker models. The employees of 
any Vandercook- or Hacker-equip- 
ped plant are eligible for instruc- 
tions, without cost or obligation. 
Application for enrollment should 
be made by the employer to Vander- 
cook School of Proving, 900 Noith 
Kilpatrick Avenue, Chicago. 


Mastercraft to Use Posters 
Mastercraft Clothes will be ad- 
vertised on Philadelphia Subway 
Station posters for the next twelve 
months, it is announced. B. Barol 
is the Philadelphia Advertising Co. 
representative on this account. 


Monthly Equipment Show 

The Chicago Club of Printing 
House Craftsmen plans to show at 
each monthly dinner meeting the 
latest developments in equipment 
and materials for the graphic arts 
industries. The displays will be 
limited to photographs, drawings, 
sketches, printed descriptions, ete. 
No charge will be made to manu- 
facturers for the right to display 
their new products. Harold E. 
Sanger, new director, Chicago 
School of Printing and Lithography, 
is chairman of the committee re- 
sponsible for each monthly showing. 

a 

Heads I. P. I. Contest Jury 

Harry L. Gage, vice president, 
Mergenthaler Linotype Co., Brook- 
lyn, will serve as chairman of the 
jury of the [. P. 1. Essay Contest 
again this year, according to an an- 


nouncement by Fred J. Hartman, 
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O. C. Gefkin, in charge of the new Vandercook & Sons School of Proving, demon 
strates the method of making transparent impressions for offset reproduction 





The addition of a new story to the factory of Vandercook G& Sons serves as office space, 
releasing the former office for the School of Proving and additional factory space 


chairman of the announcement com- 
mittee. Mr. Hartman is educational 
director of the Graphic Arts Educa- 
tional Guild, co-sponsors of the 
competition with International 
Printing Ink Co., New York. 


Mr. Gage has also been chairman 
of the jury for the three previous 
essay contests, in which a total of 
more than 20,000 entries were re- 
ceived from high school students 
of printing. 
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SAFETY 
INSURED! 


Do we need a special or high 
etched plate for running your 
sensitive inks? 

A.—No. Use either albumen plate, 
deep-etched or high etched plates 








A Sign 
of High 
Quality 


O 














~ 
2. Q Are your inks sensitive to water? 
A No. Acid only. That is the reason 
you can use any type lithograph- “Over half 
ic plates . «. Contury 
3. Q Is there any special way of han- of Service” 
jling these inks? 
A No. If inks require reducing, etc., 
reduce with any lithographic var- 
nish from No. 0 to No. §. Only 
bearing in mind, never to add 
dryers, nor boiled oil, as boiled 
il is a drying oil Send for 
4. Q If color is too strong, how can Price List 
same be reduced? and 
A By using our sensitive white Sample Books 
& QO What are the real benefits? 
A To enable you to manufacture 


your own safety paper with what- 
ever pantograph design or other- 
wise, giving your customer the 
protection against raising, altera- 
tions, or erasures 


J. H. & G. B. SIEBOLD, Inc. 
Printing INKS Lithographing 


and Lithographic Supplies 


Factory 
99-105 SIXTH AVENUE 
NEW 


TTS STREET 
7 Ww 

: s YORK 
WaAlker 5-5565-6-7-8 


NEW YORE 
WAlker 5-5565-6-7-8 


OFFSET BLACKS ~- COLORS « SAFETY INKS ROLLERS 


MOLLETON - DAMPER COVERS RUBBER BLANKETS 























P « 


PRE-TESTED 


CHEMICALS 


for better 
resultse 





P & J chemicals hold trade and win 
satisfaction on quality. When you know 
the quality is the best and that shipments 
will be received promptly, it saves you 
a lot of worries. 


That is the kind of service we are pre- 
pared to render you. A trial order for 
any of the following products will con- 


vince you: 


P &G | COLLODIONS for better wet 
plates. 


HYDROQUINONE for better dry plates. 


EGG ALBUMEN for better coating for all 
plates. 


We carry a full line of quality photo- 
lithographic chemicals. Write for 


samples. 


PHILLIPS & JACOBS 
622 Race Street, Philadelphia, Pa. 


Over 70 years experience in 
Supplying Quality Chemicals 
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Callahan Made Secretary 


John M. Callahan, director of pur- 
chases of United States Printing & 
Lithograph Co., Cincinnati, has 
been elected secretary. Mr. Calla- 
han was recently reelected president 
of the International Association of 
Printing House Craftsmen. 


Launch New House Organ 


Magill, Weinsheimer Co., litho- 
graphing concern of Chicago, is 
making use of a newly launched 
house organ; “The Printizer,”’ to 
promote its lithographic services to 
users of printing and advertising. 
“The Printizer”’ 
periodical planned as an idea ex- 


is a_ pocket-size 


change for presentation of late out- 
standing developments in printing 
and advertising. Discussion of direct 
mail 
contents of the September issue, of 
which Magill, 
tributed 10,000 copies. 


topics feature the editorial 


Weinsheimer = dis- 


Receive Lubrication Charts 


Through efforts of the Chicago 
Graphic Arts Federation, printers 
and lithographers throughout Illi- 
nois have received a chart and book- 
let dealing with lubrication as ap- 
plied to printing and binding ma- 
chinery. The data was originally 
prepared for the New York Em- 
ploying Printers Association by re- 
search engineers of Shell Union Oil 
Corp., New York. 


+ 
Exhibit Greeting Cards 
R. R. 


Chicago, are showing an exhibit of 


Donnelley & Sons Co., 


holiday greeting cards and booklets 
of both American and foreign origin, 
at their Lakeside The 
display will be continued to Jan. 21, 
1940. 


Galleries. 


Adopts New Name 


Mississippi Valley Paper Co., St. 


Louis, has changed its name _ to 


Butler Paper Co. The concern will 
occupy a new plant and warehouse, 
construction at 3400 


now under 


Market Street, St. Louis, the latter 
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part of this month. There will be no 
change in the executive personnel. 
Paul Butler continues as president; 
Donald M. Judd as vice-president 
and general manager; Bert E. Me- 
Jilton, treasurer; John E. North, 
secretary; and Louis F. Marineau, 
sales manager. 
* 


To Give Maples This Time 

John 5S. Swift, president of John 
S. Swift, Inc., planographers, St. 
Louis, who gave St. Louis children 
110,000 Chinese elm trees to plant 
last April, has placed an order for 
150,000 maple trees for a similar 
ceremony next Arbor Day. Mr. 
Swift also said he would place orders 
for similar lots of trees for 1940 and 
1941, his hope being to cultivate an 
interest in tree life among school 
children and at the same time help 
to beautify the city. 

— 


New Production Head 


Morgan Steinmetz, formerly with 
Pictorial Review, New York, is now 
manager of the art and prodiiction 
department of the Methodist Book 
Concern, Cincinnati, which uses 
both offset and letterpress in its 


publications. 
* 


Petition Missouri Governor 


The Associated Printers & Lithog- 
graphers of St. Louis have adopted 
a resolution requesting Gov. Lloyd 
C. Stark to call a special session of 
the Missouri legislature to consider 
amending the state law on unem- 
ployment insurance to cover the 
recently-changed Federal _ legisla- 
tion on this subject. 

Present Federal regulations limit 
the payment of unemployment in- 
surance to $3,000 salaries, but the 
Missouri law has not been changed 
to conform to the national legisla- 
tion and Missouri employers. still 
have to pay the scale in effect to 
the state. It is estimated failure to 
amend the law will cost the industry 
in St. Louis $25,000 a year. 

a 


Lithos Invited to Exhibit 


An exhibit of lithography in which 
both the mechanical and the hand 


processes will be shown has been an- 
nounced by the Albright Art Gal- 
lery, Buffalo Fine Arts Academy, 
Buffalo, N. Y., for the period from 
October 20 through November 30. 
Lithographers interested in partici- 
pating in the exhibit may obtain full 
details by addressing Albert Grotz, 
educational secretary, at the Buffalo 
Kine Arts Academy. The show is 
intended to exhibit the work of 
lithographers in Buffalo and the 
Niagara frontier. 


= 
Subway Advertising 


A five-year contract to place and 
maintain advertising in cars and on 
station platforms of the Independ- 
ent Subway System, New York, has 
been Manhattan 
General Advertising Co. and the 
New York Subway Advertising Co., 
both of 745 Fifth Ave., that city, 
and designated as a single company 


awarded to the 


for the purpose of the award. 


Bus Cards to Promote Candy 


Rockwood & Co., Brooklyn, can- 
dy manufacturer, through Federal 
Advertising New York, 
has contracted for transportation 
Pecan 


Agency, 


advertising featuring — its 
Feast Chocolate Bar in the street 
ears and buses of Philadelphia, Al- 
bany, Troy, Baltimore, Hartford, 
Providence, Wilmington, Cleveland, 
St. Louis, Cincinnati, Covington, 
New Orleans, Minneapolis and St. 
Paul. Henry Woodruff, Street Rail- 
ways Advertising Co., handles the 
account. 
e 


Announces New Type Face 


Fairfield, a new linotype face has 
heen announced by Mergenthaler 
Linotype Co., Brooklyn. Five sizes 
are ready now, 8 to 12 point, with 
6, 14 and 16 point in process. Mer- 
genthaler is preparing a booklet of 
specimens of the various point 
sizes of the new type, which includes 
a note on the face by the designer, 
Rudolph Ruzicka, 
on his work by W. A. 


This will be available on request to 


and an essay 


Dwiggins. 


all interested. 
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Keeping in Touch 


GLOSS LITHOGRAPHY—Lithographing with gloss inks con- 
tinues to increase, and with good reason, for the results are grow 
ing more and more beautiful. We have just 
seen a folder advertising motor cars which 
illustrates the remarkable effects that can be 
achieved with gloss lithography. The folder >, 4 
was lithographed on enamel sheets in four “Y =/aN 
colors by the A. L. Garber Company, Ash- / SV 
land, Ohio, at a speed of 4500 sheets an 


hour. IPI gloss litho inks were used for the 





job. The four colors, plus gloss, have com- 
bined to produce an exceptionally attractive folder. The next time 
you have a job that seems to lend itself to colors in gloss, remem- 
ber that IPI gloss inks can help you get top-notch results 

A reliable survey of 25,000 boys reveals that spinach 15 their favorite 


vegetable. Just try and tell that to Juntor! 


WRITE FOR THIS—INxs oF Topay, a booklet telling about 
the latest ink developments in all fields, was distributed by the 
National Association of Printing Ink Makers at the Graphic Arts 
Exposition in New York. If you didn’t get a copy, just drop us a 


line, and we'll be glad to send you one, without charge 


LITHO BLACK—'"! never before encountered a lithographic 
black that printed in a more satisfactory way than did Lithox.”’ 
That statement is from Mr. Lewis C. Gandy, 
who was responsible for the design and 
production of LirHo Mepi<. The editorial 
section of LirHo MEDIA is lithographed 
with IPI Lithox, and we are pleased that 
Mr. Gandy gives Lithox some of the credit 
for the fine, rich blacks which characterize 


these pages. Getting a real solid black 


used to be a problem in offset. But Lithox 





has helped ease that problem into oblivion. Next time you have 
a job that has plenty of solid black areas, give Lithox a chance to 


show its stuff 


NEW MOVIE—We haven't billed it as colossal, magnificent, or 
absolutely STUPENDOUS, but the preview audiences at the UTA 
convention who saw the new IPI color movie did use adjectives 
almost as glowing. This sound film has just 
been released under the title “Keeping 
in Touch.”’ It shows how ink, lithography, 
printing, 
world today 

mental research that is back of progress in rT, 


WS0; 


and are essential factors in the 


It features some of the funda- 
the Graphic Arts. There are spectacular 
color shots of high-speed presses— presses 
that take advantage of new developments 


You'll 


movie, and it probably will be shown in your city sometime within 


in lithography want to see this 
the next few months. The picture is available to any recognized 


Graphic Arts groups. “It pays to keep in touch with IPI.” 


LITHOGRAPHIC PRODUCTS DEPARTMENT 
INTERNATIONAL PRINTING INK DIVISION OF INTERCHEMICAL CORPORATION 


DIV. M.L.V., 75 VARICK STREET, NEW YORK, N. Y. 















Patented Circuili 


ELIMINATES 
TROUBLESOME 
DASH POT! 
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ALL PEASE Heli-O- 


Lites feature 
ented 


mechanism 





a pat- 





floating arc 


which 


does away with the 


dash pot 


other lamps. 


used in 


Dash 


pots may stick and 


need replacements 


costing val 


time for repairs. Use 


Heli-O-Lites. 
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Renny Equipment and Bulletins 





New Lanston Catalog 

Lanston Monotype Machine Co., 
Philadelphia, is distributing a new 
vatalog describing the Monotype- 
Huebner photo-mechanical equip- 


ment. The MH Vertical Photo- 
Composing Machine, the Hi-Speed 
Non-Embossing Negative Holder 


and Universal Register Device, MH 
Vertical Plate Cutting Machine, 
MH Photo-Imposing System, the 
M-D All-Metal 
the MH Universal Process Machine, 
the M-D Simplex Photo-Composing 
Machine and the M-D Offset Color 
Proving Press are among the items 


Precision Camera, 


described. Copies available. 
. 

Printing Planning Books 

5S. D. Warren Co., paper manu- 
facturers, Boston, is distributing 
“The Estimator’s Book”’ and ‘* The 
Workbook for Planning Printing,” 
two booklets which the company has 
just published to help the printer 
and the advertiser conserve time 
and money in the planning and pro- 
duction of printed pieces. In the 
planning printing workbook, all of 
the standard booklet sizes are 
shown, together with helpful aids 
in the selection of a suitable paper. 
A complete set of samples of War- 
ren’s standard booklet envelopes is 
also shown. ‘The Estimator’s Book” 
gives the standard size for printed 
pieces. stock requirements, cutting 
diagrams, regular sizes and weights, 
packing schedule for book papers 
and a number of handy calculation 
tables. Copies of both of these books 
are available on request. The War- 
ren Co., has also just issued “* Words 
by Mr. Webster (With Alterations)” 
a discussion of words and_ their 
proper use. 

e 

Defender Announces ‘‘Duolux’”’ 
Photo Supply Co., 
Rochester, N.Y., has just announced 


Defender 


Duolux, a new transparency medi- 
um coated on both sides with velour 
black normal The 
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emulsion. face 


emulsion is fully matted and the 
emulsion on the reverse side is semi- 
matt and orthochromatic. The film 
base is .011 
therefore, rigid and resists buckling. 


inches thick, and _ is, 


Duolux can be used equally well 
with reflected or with transmitted 
light. The brilliancy of a Duolux 
image in a reflected light is equal to 
that of a print on smooth mat paper, 
of Duolux 
base by transmitted light is similar 
to that of opal glass. The opacity of 
the film base permits in most cases 


while the appearance 


the omission of supplementary dif- 
fusion mediums, and the density of 
the back image can be controlled so 
that any desired brilliancy can be 
obtained to suit individual condi- 
tions. Lithographers will undoubt- 
edly find Duolux an effective aid in 
the creation of window displays 
and point-of-sale material. Further 
information available. 


Announces Non-Glare Light 


Goodrich Electric Co., Chicago, 
has just announced a new illuminat- 
ing fixture designed to eliminate 
glare where precision operations re- 
quire continuous good vision. The 
*Protecto”’ diffuser, as it is called, 
is said to differ from other reflector 
and globe devices, in that it uses a 
deep-skirted reflector and a small 
bulb of great intensity concealed 
above the bottom of the skirt, 
eliminating the glare produced by 
protruding globes. The diffuser alone 
is available or the lamp may be pur- 
chased as a complete unit. Litera- 
ture sent on request. 


New Monotype Faces 


Swing Bold and Artscript are two 
new type faces recently brought 
out by Lanston Monotype Machine 
Co., Philadelphia, for monotype 
use. Swing Bold, Series No. 217, is 
complete, with matrices available in 
14, 18, 24, 30, 36, 42, 48, 60 and 72 
Fonts consist of 77 


point sizes. 


characters in all sizes. Artseript, in 
the process of being completed, is a 
new script face which is now being 
manufactured in the 48, 60 and 72 
Fonts of 84 


characters in all sizes. Literature 


point sizes. consist 


will be sent on request. 


Peninsular Issues Portfolio 


Peninsular Paper Co., Ypsilanti, 
Mich., recently published a_port- 
folio of samples showing its heavy 
paper offset stocks of various colors 
used for booklet covers. A key to 
the companies midwestern distribu- 
tors is also included. Copies avail- 
able. 

* 


‘*Practical Photo-Lithography”’ 


Pitman Publishing Co., New 
York, has just published ** Practical 
Photo-Lithography” by C. Mason 
Willy, 
staff of Hunter-Penrose, Ltd., Lon- 
don, England. This is a new edition 


member of the technical 


of a book which was published a few 
years back. The 
that practical information on photo- 


author, feeling 
lithography has only been obtain- 
able in a very incomplete form in 
text books treating with lithography 
in general, and from articles in the 
trade press, has sought to remedy 
this defect by collecting together 
all available information on the 
subject so as to provide a complete 
up-to-date guide to the most recent 
developments. The book has been 
designed to be of service not only 
to apprentices and workmen who 
actually work with the process, but 
to executives as well. The process is 
fully explained, together with the 
kinds of chemicals and materials 
employed and the equipment used. 
Not only black and white reproduc- 
tion, halftone and line work is dis- 
cussed, but also the latest methods 
of color work are fully treated. 
This second edition has been re- 
vised to include all the essential de- 
tails of new developments and to 
bring each chapter into line with 
modern practice so far as possible 
without into too many 
minor details which might tend to 
Priced at 


entering 


confuse the beginner. 


$4.00. 
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— -. GOOD NEWS for 
|). 32) OFFSET PRINTERS 


Za S/, BLANKEy 


ee ( } - . e 
Xe Zo A The new VULCAN Red Offset Blanket announced in these 
~~ ) pages last month is proving in service to be even better 
= than was anticipated. 


“ 


Users state that it has remarkable printing qualities; and 
it also shows great durability and, therefore, economy. 


It is emphasized particularly that this new blanket is free 
from swelling and tackiness: and that the sheet does not tend 
to cling to the blanket-—which means cleaner, sharper print- 
ing, and better register on multi-color work. 


The new blanket — No. 50 Red — is recommended for 
all purposes except metal decorating. 





For metal decorating, Vulean’s No. 33 Red Blanket is recom- 


mended. as heretofore. 
WRITE FOR PARTICULARS 
VULCAN PROOFING COMPANY 


First Ave. and Fifty-Eighth St., Brooklyn, New York 





Sales Representatives in Principal Cities 























USE INKS MADE 
TO YOUR LIKING 


The responsible leadership and management back of every Sinclair & Carroll ink you pur- 
chase mean value to you over and above the price per pound. Sinclair & Carroll inks 
tell their own story by press performance and in the uniformly good results lithographers 
are obtaining with them throughout the country. They are manufactured under the super- 
vision of men whose lifetimes have been spent in the development and perfecting of inks 
to their present high standard. Use a Sinclair & Carroll ink on your next job going to 
press. We will welcome an opportunity to cooperate with you and personally serve your 


ink requirements. 


SINCLAIR & CARROLL CO., Inc. 


LITHO INKS OFFSET 


591 ELEVENTH AVENUE, Tel. BRyant 9-3566 
NEW YORK CITY 


CHICAGO LOS ANGELES SAN FRANCISCO NEW ORLEANS 
440 W. Superior St. 417 E. Pico St. 345 Battery St. 518 Natchez St. 
Tel. Sup. 3481 Tel. Prospect 7296 Tel. Garfield 5834 Tel. Main 4421 
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**Step Out and Sell’’ 


The Dartnell 
has just published “Step Out and 
Sell” by William E. Holler, head of 
the sales organization of the Chevro- 
let Division of General Motors. Mr. 
Holler, who is credited with having 
sold nearly five billion dollars worth 


Corp., Chicago, 


of new and used cars in the last six 
years, relates his sales experience 
and philosophies for the benefit of 
the salesman who would like to 
“step out and sell.”’ Naturally what 
a man like Mr. Holler has to say 
about salesmanship is worth listen- 
ing to. To salesmen and sales execu- 
tives his book should come as a re- 
freshing stimulant. It is only ninety- 
six pages long and consists of a 
series of man-to-man discussions 
on the problems of selling today 
and in the future. Readers who will 


I did it and [I'll 


running 


expect to find an “ 


show you how” theme 
through the book will be disappoint- 
ed. The book is no elementary in- 
struction manual for hot-air theoriz- 
ing on the right and wrong way to 
get the order, but is simply a book 
of sound sales common sense written 
by a man who knows how to sell. 
Each copy comes in a gift container 
making it an appropriate Christmas 
gift. Priced at $1.50. 


+ 
‘**Color; Theory and Practice”’ 


American Photographic Publish- 
ing Co., Boston, has just published 
“Color; In Theory and Practice” 
by H. D. Murray, M.A., F.I.C. and 
D. A. Spencer, D.1.C., Ph.D., Hon. 
F.R.P.S., F.1.C. This is a scientific 
study of color treated in such a 
manner to enable the craftsman to 
better 
problems of 


understand and solve the 


color printing. The 
authors, in writing the book, have 
directed their 
larly to the photography and print- 


attention particu- 
ing aspects of color since it is the 
practical applications and use in 
these fields which have been the 
cause for much fundamental re- 
search on the subject. At the same 
time, however, a full and coherent 
treatment of the science of color is 
given for those who are not primari- 


ly interested either in photography 
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or in printing. There are two vol- 
umes. In Volume One, the broad 
theory of the subject is dealt with 
in such a way as to be of general 
interest. In Volume Two, those as- 
pects of color which have specific 
application in the photographic and 
printing industries are discussed. 
While the 
theory of color in considerable de- 
tail, at the same time physical and 
mathematical considerations on 


authors go into the 


which the theory of color is based 
are not dealt with in greater detail 
than is necessary to recall them to 
those with a knowledge of these 
subjects. The book is generously 
illustrated in both black and white 
and in color. A glossary of terms 
used and helpful tables are given in 
the appendix. Volume One is indeed 
a handsome book (Volume Two will 
be off the press in a few months) 
running to 176 pages, 844” by 11”. 
Price, $6.00. 


* 
New Bank Check Binding 


Northern Lithographing Co., Chi- 
cago, one of the pioneers in the bank 
check field, has just placed on the 
market a new binding called “ Flat- 
way.” “Flatway” 
manently bound checks and stubs 


provides a_per- 


binder with a mechanical looseleaf 
device. The book opens flat, and 
there are no exposed metal parts 
which may scratch the furniture, it 
is claimed. The book is flexible and 
will hold 300 checks, three on a 
page. Banks are now using “Flat- 
way” binding for over-the-counter 
books, for imprints from their own 
stock for customers, and for special 
individualized checks the stock for 
which is furnished by the manu- 
facturer. Northern Litho offers to 
book 


charge using the bank’s own checks. 


prepare a sample without 
5S. Edwin Earle is president of the 
company. 

. 


Issues Promotional Portfolio 


Graphic Arts Process Corp., De- 
troit, is distributing a portfolio con- 
taining recent samples of litho- 
graphed advertising which it has 
prepared for its clients. The promo- 


tion includes material which Dodge 


Division of Chrysler Corp. is dis- 
tributing to its dealers and_ sales- 
men, material distributed by Norge 
Borg-Warner 
pieces for Chevrolet 


Division of Corp., 
direct mail 
Division of General Motors, and a 
silver jubilee folder distributed by 
the Kelvinator Division of Nash- 
Kelvinator Corp., in celebration of 
its twenty-five years experience in 
the refrigeration industry. 


Color in Theory and Practice 
(from page 29) 


ing measured from the record of a 
sensitometric wedge exposure being 
made with colored light correspond- 
ing to the taking filter. 

3. A sample should be kept for 
comparison of the most perfectly 
neutral grey scale printable upon 
the material in question. 

+. The neutral grey test 
should be compared with neutral 


chart 


grey record for any departures from 
neutrality observed and should be 
accurately measured and the neces- 
sary compensation made in develop- 
ing factors, exposure factors and 
paper and pigment factors. 


New Goerz Catalog 


Goerz American 
New York, has just issued a new 


‘atalog and price list deseribing its 


Optical Co., 


photographic lenses. Copies avail- 
able. 
* 


Cincy Club Hears Gonda 


* Putting on a Better Show in the 
Show Window” was the subject of 
a talk and sample display before a 
meeting of the Cincinnati Advertis- 
ers’ Club by Francis D. Gonda, 
vice president of Einson-Freeman 
Co., Long Island City, N. Y., last 
month. Mr. Gonda is chairman of 
the window display committee for 
the New York Advertising Club. 

+ 


Swift & Co., of Chieago, through 
J. Walter Thompson Co., have con- 
tracted for Springfield, Mass., and 
Providence, R. 1. transportation 
advertising featuring “Jewel Short- 


ening.” 















WHAT YOU WEIGH IS AS 
IMPORTANT AS HOW MUCH! 


You carefully weigh the quantity of the chemicals you 


use but do you weigh the quality? 


Five years of research, exhaustive study and the manu- 
facturing of highly concentrated liquid solutions have 
been the proving ground for these F-R Photo Fine Chem- 
icals. In highly concentrated liquid solutions only chem- 
icals of the utmost purity and refinement can be used. 
To accomplish these super-saturated solutions it has 
been necessary to obtain chemicals especially re-refined 


or especially manufactured to meet F-R specifications. 


These same chemicals, contained in F-R Photo Fine chem- 
icals distinguished for their quality, uniformity and sta- 
bility are yours——at no additional cost. Lithography-—a 
photographic process demands the finest in photo- 


graphic chemicals 


Send your name and firm name today to Dept. L and 
receive a free sample of F-R Hydroquinone. Prove to your 
own satisfaction its superiority. Specify F-R on your next 
chemical order. A money-back guarantee is your assur- 
ance that you must be satisfied. Write to your nearest F-R 


office today. 


F-R HYDROQUINONE - F-R MONOTOL* 
(IDENTICAL WITH METOL) « F-R QUINO- 
TOL* (CHLOR-HYDROQUINONE) « F-R 
. GLYCIN « F-R POTASSIUM ALUM « F-R 
FR POTASSIUM BROMIDE « F-R SODIUM 

SULPHITE « F-R SODIUM CARBONATE 

and a complete line of other chemicals. 






*Reg U 5S. Pat Off 
Made In America By 


Fink-Roselieve Co., Inc. 


NEW YORK: 109 West 64th St CHICAGO: The Merchandise Mart 
BOSTON: 739 Boylston St LOS ANGELES: 324 No. San Pedro St. 
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Lithographers know! 
Men who produce the 


job, realize they can- 





not take chances. 


Save money by 
shipping ‘via 
Miami Valley 
Shippers’ Assn. 


Hence, HALFTONE 
OFFSET for unfailing 
results for clarity of detail, for 
‘solids that are solids, free from muddy 


or mottled effects! 


You have been looking for a stock mid- 


way between offset enamel and regu- 


lar offset. Here itis... HALFTONE 
OFFSET, dull or gloss. 
Samples on request... of course. 


Makers of Quality Offset, 
Lithograph and Book Papers 


ILLICOTHE 


¢(. PAPER ComPaAnY 


Executive Offices and Mills: CHILLICOTHE. O. 


Pacific Coast Sales Office: 


1003 N. Main St.. Los Angeles. Calif. 
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A Measure of Satisfaction 
(from page 19) 

ered. Between these two and the 
rest, the definition of the display 
over its range may be determined. 

Here, then, we have a group of 
photographs compact with informa- 
tion. Every disadvantage in the dis- 
play has been made as obvious as 


possible, a hard-boiled miniature 


cross-section of what will happen 
when the display starts singing for 
its supper. Simple inspection can 
tell us a great deal from these, but 
Photometric Analysis does not stop 
there. We see how the display stands 
out as a whole. The next step is to 
see what stands out and why. 
Whatever qualities a display may 
have, they must be conveyed to a 


LEGAL NOTICE 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., REQUIRED BY 
THE ACTS OF CONGRESS OF AUGUST 

24, 1912, AND MARCH 3, 1933 

Of Modern Lithography, published monthly at Lancaster, 
Pa., for October 1, 1939. 

State of Pennsylvania ; 
County of Lancaster | 

Before me, a notary public in and for the State and county 
aforesaid, personally appeared Grant A. Dorland, who, hav- 
ing been duly sworn according to law, deposes and says that 
he is the Business Manager of the Modern Lithography and 
that the following is, to the best of his knowledge and belief, 
a true statement of the owners!ip, Management and if a 
daily paper, the circulation), etc., of the aforesaid publica- 
tion for the date shown in the above caption, required by 
the Act of August 24, 1912, as amended by the Act of March 
3, 1933, embodied in section 537, Postal Laws and Regula- 
tions, printed on the reverse of this form, to wit: 

1. That the names and addresses of the publisher, editor, 
managing editor, and business managers are: Publisher, 
Photo-Lithographer, Inc., 8 West King St., Lancaster, Pa 
Editor, Richard Roley, 254 W. 31st St.. N. Y.C. Manag- 
ing Editor, none. Business Manager, Grant A. Dorland, 
254 W. 31st St., N. Y.C. 

2. That the owner is: (If owned by a corporation, its 
name and address must be stated and also immediately 
thereunder the names and addresses of stockholders owning 
or holding one per cent or more of total amount of stock. 
If not owned by a corporation, the names and addresses 
of the individual owners must be given. If owned by a 
firm, company, or other unincorporated concern, its name 
and address, as well as those of each individua! member, 
must be given.) Photo-Lithographer, Inc., 8 West King 
St., Lancaster, Pa. Ira P. MacNair, 254 W. 31st St., N. Y. 
C. Grant A. Dorland, 254 W. 31st St.,. N. ¥. C. Wayne 
E. Dorland, 254 W. 31st St., N. Y. C. 

3. That the known bondholders, mortgagees, and other 
security holders owning or holding 1 per cent or more of 
total amount of bonds, mortgages, or other securities are 

If there are none, so state.) None. 

4. That the two paragraphs next above, giving the names 
of the owners, stockholders, and security holders, if any, 
contain not only the list of stockholders and security holders 
as they appear upon the books of the company but also, in 
cases where the stockholder or security holder appears upon 
the books of the company as trustee or in any other fiduciary 
relation, the name of the person or corporation for whom 
such trustee is acting, is given; also that the said two para- 
graphs contain statements embracing affiant's full know!- 
edge and belief as to the circumstances and conditions under 
which stockholders and security holders who do not appear 
upon the books of the company as trustees, hold stock and 
securities in a capacity other than that of a bona fide owner; 
and this affiant has no reason to believe that any other 
person, association, or corporation has any interest direct 
or indirect in the said stock, bonds, or other securities than 
as so stated by him. 

5. That the average number of copies of each issue of 
this publication sold or distributed, through the mails or 
otherwise, to paid subscribers during the twelve months 
preceding the date shown above is This information is 
required from daily publications only 

GRANT A. DORLAND, 
Business Manager 

Sworn to and subscribed before me this 27th day of Sep- 
tember, 1939. 

Seal SAMUEL NEWMARK. 

Notary Public, Nassau County, Nassau County Clerk's 
No. 952. Certifiiate filed in New York County. Co 
Clerk's No. 8 Ree. No. 0N-18. 

My commission expires March 30, 1940 


1939 








NOVEMBER 














customer through his eyes. This has 
nothing to do with the phrasing of a 
slogan, the choice of illustration, or 
claims made for the product. It con- 
cerns only the visual efficiency with 
which they are presented. If an ad- 
jective or name does not reach the 
customer's eyes, it doesn’t exist so 
far as that particular display is con- 
cerned. It is possible to catalog the 
various visible qualities in a display 
under general heads, then to check 
over the various photographs in the 
Photometric tests and locate these 
qualities where and as they appear. 

This is something that cannot be 
done with the display in full color 
and in one image, but through the 
use of multiple images where all 
visual qualities are reduced to par- 
allel terms of black and white. Each 
tone of each black and white nega- 
tive supplies a reading upon the 
photo-electric cell when light passes 
through it, a reading somewhere 
between dead black and the full 
power of light used. Each quality is 
made evident by the degree to which 
it is perceptible in the photograph, 
which may be fixed in numerical 
terms. 

Thus the photographs in the Pho- 
tometric tests give the Range or 
Coverage, and the Qualitative An- 
alysis of the photographs give us the 
number of impressions and_ their 
intensity, or the Rate of Fire. All 
that is necessary is to combine and 
average the figures obtained, and 
we have all the information we need 
regarding visual efficiency. That can 
be taken as one percentage for the 
design, or as percentages for various 
qualities, or as percentages of effi- 
ciency under various conditions. 
The whole story that the display 
has to tell is ready for us to read. 

This isn’t 
tion, to be filed and forgotten. It 
may well be that a display obtaining 
a high rating can be still further 


dry-as-dust informa- 


improved, but if one single fault is 
revealed, it is obvious in the black 
and white of the photograph and 
figure, and it will detract from the 
full efficiency of the display until it 
is corrected or removed. The display 


that does a more competent job, 


visually will obviously do more to 


earn its cost by reaching more cus- 





tomers and telling them more about 
a product. Photometric Analysis 
makes visual efficiency clearly ap- 
parent, opens up new and un- 
scratched possibilities in visual fune- 
tion, and reduces trial and error to 
an irreducible minimum. 

This method is not applicable 
everywhere. It is economically un- 
feasible on small quantity material 
and its generalities may bog down 
in too specialized applications. It 
doesn’t attempt to be a quack rem- 
edy. It is a way to get facts. As 
such, it has worked successfully and 
is continuing to do so. 


* 
Sees No Materials Shortage 


Kastman Kodak Company's man- 
ufacturing operations in Rochester 
have not been endangered by any 
shortage of materials on account of 
the war, according to a statement 
made public last month. Important 
materials which came largely from 
Europe in 1914, the statement read, 
are now 
United States. When war broke out 
in 1914 Eastman was forced to make 


being produced in the 


frantic efforts to accumulate ma- 
terials from abroad to sustain its 
manufacturing operations in Roch- 
ester. Paper to be sensitized, 
gelatin, sensitizing dyes and emul- 
sions, blane fixe for surfacing paper, 
certain developing agents, syn- 
thetic organic chemicals and many 
other materials were at that time 
available only by importation from 
Europe. Nearly all of these can now 
he obtained in this country. 

Anent the current price situation 
brought about as a result of the war, 
Eastman has also issued the follow- 
ing: “During the period of 1914 to 
1918, the price level of Eastman 
Kodak United 


States was kept practically con 


sxroducts in_ the 
| 


stant. During the present war crisis, 
Eastman Kodak will 
every effort to 
policy, making changes in_ prices 


again use 
follow a similar 
only when increases in costs make 
it absolutely necessary.” 
e 
Kindred MacLean 
Ferry St., 


22nd St., 


& Co. have 
New 
Long 


moved from 30 
York, to 43-01 
Island City, N. Y. 
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BOOKS for Lith ogtaphers— 


THE PHOTO-LITHOGRAPHER’S MANUAL over 50 chapters pertaining to practical promotional litho- 
Compiled by Walter E. Soderstrom graphed ideas that have increased sales for national ad- 


Over 300 pages replete with first-hand information on vertisers. This volume also features 49 specimens of out- 


many subjects that every person identified with lithog- standing lithographed jobs $15.00 
raphy should be conversant with. Covers thoroughly 
production, selling and management problems of the OBVIOUSLY OFFSET 
industry $4.00 By A. E. Hurst 
THE KNACK OF SELLING YOURSELF Contains 24 chapters of pertinent tips for producing crea- 
By James T. Mangan tive lithographic printing with the aid of simple design 
am , nd layout. Ideal for advertising men, artists, salesmen 
This book will give the reader an entirely new perspective ane Y g 
yn life, business success and personal ambition. Chock-full lithographers, etc : $2.00 
of common sense rules to follow in meeting conditions as 
they arise in business. 256 pages, size 5!/, x 81/2, cloth ADVERTISING PRODUCTION YEARBOOK 
binding $2.50 By Colton Press, Inc. 
This fifth edition contains over 150 important treatises, 
_ LITHO MEDIA charts and specimen inserts covering practically all known 
A 210 page lithographed edition, size 11" x 15", containing graphic arts methods $5.00 


Owing to the large numbers of books supplied it is impossible to 
open accounts on individual book orders or to supply books on 
approval. Please send check with order. 
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Abstracts of important current articles, 


patents, and books, compiled by 


Technical Foundation, Inc. These abstracts 
represent statements made by the authors 
of articles abstracted, and do not express the 
opinions of the abstractors or of the Re- 
search Department. Mimeographed 
have been prepared of (1) Periodicals Ab- 
stracted by the Department of Lithographic 
Research, and (2) Books 
Lithographers. Either list may be obtained 
for six cents, or both for ten cents in coin or 
U. S. stamps. Address the Department of 


Lithographic Research, University of Cincin- 


Photography and Color 
Correction 


Progress in Colour. 
mous. British Journal of Photogra- 
phy, 86, 1939, No. 4127, pp. 355-6: 
No. 4128, pp. 371-3; No. 4129, p. 
: 387; No. 4130, pp. 405-6; No. 4132, 
pp. 435-6; No. 4133, p. 
4134, pp. 467-8; No. 4135, pp. 488 
9: No. 4137, pp. 522-3; No. 4138, 
pp. 536-7; No. 4140, p. 563. In the 
current installments of this long 
continued article, British patents on 
the following subjects are discussed: 
(1) miscellaneous subtractive color 
processes; (2) miscellaneous 
provements in color photography; 
(3) color prints on paper; (4) sound 
tracks on color film; and (5) optical 
systems for simultaneous color sepa- 
ration. Formulas and diagrams are 
given. A brief index to the entire 
article up to this point is included. 


Colour in Theory and Practice 
(Book). H. D. Murray and D. A. 
Spencer. Chapman and Hall. 25s. 
Volume I. *‘General Theory,” con- 
tains chapters on the origin and na- 
ture of light, the production of color, 
color chemistry, measurement and 
psychology, spectrometers, light 
sources, light filters, the human eye, 
color vision, color blindness, 
color in nature. Excellent 
tions and diagrams are included. It 
is a serious work and presupposes a 
considerable degree 


Lithographic Abstracts 





training on the part of the reader. 
(Process Engravers’ Monthly 46, No. 
547, July 1939, p. 241.) 


Electric Control Systems for 
Photographic Exposures. True- 
colour Film Ltd. and F. C. Whalen. 
British Patent No. 495,449 (May 13, 
1937). Apparatus for the control of 
‘amera exposure by means of a pho- 
tometric device directed toward the 
scene to be photographed or toward 
a reference body adjacent thereto. 
The light intensity is measured by 
the time taken to discharge a con- 
denser by a photo-electric cell ar- 
rangement. The system is applied to 
a repeating back camera for color 
photography with automatic means 
for making the several correct ex- 
posures. Filters are incorporated in 
the photometric device so that the 
photocell has substantially the same 
sensitivity as the corresponding pho- 
tographic elements in the camera. 
(Photographic Abstracts, 19, 1939, p. 
96.) 


Light Sources for Color Pho- 
tography. W. E. Forsythe. Photo 
Technique, 1, No. 1, June 1939, pp. 
20-3, 48. This article discusses the 
effect of color temperature and volt- 
age variations on the color of color 
photographs; and the characteris- 
tics of modern incandescent lamps 
for color photography, especially for 
use with the three types of Koda- 
chrome film available. The necessity 
for maintaining lamp output and 
spectral energy distribution constant 
is stressed. The article is well illus- 
trated with graphs; and includes 
tables giving the characteristics of 
photoflash, photoflood, movieflood 
and daylight-type photoflood bulbs, 
and of lamps for use with the new 
Type B Kodachrome (nominal color 
temperature, 3200° K.). 


Color Control. N. Jowitt. Mod- 
ern Lithography, 7, No. 9, Sept. 1939, 
pp. 47, 49, 51, 53, 55, 59. The stand- 


ard tone range of half-tone repro- 


duction, governed by the whiteness 
of the paper and the density of the 
blackest ink, is 20 steps. Separation 
negatives or color transparencies 
within the same tone range should 
be used for reproduction. It is im- 
portant in maintaining color balance 
that a set of process inks be stand- 
ardized upon and used for proofing 
as well as final printing. The use of 
the exposure meter, color tempera- 
ture meter and densitometer in ob- 
taining and maintaining the correct 
tone range and proper balance in 
transparency, continuous-tone and 
half-tone separation negatives is 


discussed. 


Equipment and Materials 


Craftint Announces Sensa- 
tional New Product. Anonymous. 
Photo-Engravers’ Bulletin, 29, No. 2, 
Sept. 1939, p. 31. When a special 
liquid is applied to Craftint Wash- 
tone Drawing Board, a fine dot ap- 
pears, which grows in size as long 
as the liquid is allowed to remain on 
the sheet. A complete range of tones 
from a highlight dot to a solid black 
is produced. Washtone is available 
in the proper color angles for four- 
color work. 


Invents Photo-Composing 
Device. E. D. Ward. Inland Print- 
er, 103, No. 6, Sept. 1939, pp. 81-2. 
A new photo-typesetting machine 
invented by G. Westover and based 
on the principle of the monotype 
single-letter composing and casting 
machine is described and illustrated. 
The perforated paper ribbon is used 
without alteration, but for the cast- 
ing machine a photographic appa- 
ratus is substituted. A master nega- 
tive of 12-point characters of similar 
design to the die-case is controlled 
by the perforated paper ribbon; the 
“centering pin” is a beam of light. 
A 16-mm. film passes beneath the 
master negative, each character be- 
ing photographed separately. Spac- 
ing is achieved by means of the justi- 
fying mechanism, controlled by the 
perforation in the paper ribbon. 
After development, this film passes 
to a second or makeup machine and 
is rephotographed line by line in 
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column form. The setting of larger 
sizes is provided for, and the appli- 
cation of the invention to contact 
photography in addition to projec- 
tion photography is described. 


The Spot Coating Machine. 
W. N. Misuraca. National Lithog- 
rapher, 46, No. 9, Sept. 1939, pp. 24, 
60. The spot coating machine per- 
mits the application of coating ma- 
terials to selected parts of metal 
sheets. This selective application is 
necessitated by the formation of the 
sheets into containers requiring sol- 
dering. The composition coating 
roller of this machine is cut away as 
necessary, limiting the coating sur- 
face of the roller to certain portions, 
and a series of magnetic rollers in- 
serts and registers the sheet. A 
certain stretch or creep of the roller 
surface while in contact with the 
sheet must be taken into account in 
cutting the roller, and variations due 
to natural shrinkage are avoided by 
thorough seasoning. The consistency 
of the coating material often has to 
be adjusted to avoid spreading. 


Care of the Offset Blanket. 
J. Stark. Modern Lithography, 7, 
No. 9, Sept. 1939, pp. 39, 42-3, 73. 
The best blanket is one with a 
reasonably hard feel to the top layer 
of rubber and with no sign of canvas 
pattern showing through. Preven- 
tive and curative measures for tacki- 
ness, swelling, damaged surface, 
hardness, embossing, engraving, and 
blisters are given. The life of a 
blanket depends on the quality of 
material used in its manufacture, 
and on careful and skillful handling 
on the part of the pressman. The 
use of worn-out blankets is false 
economy. The preparation of a 
blanket and its attachment to the 
press are described. The Lithograph- 
ic Technical Foundation’s blanket 
wash Litho-Kleen is recommended, 
and the results of a questionnaire 
asking for blanket experiences are 
summarized. 


Paper and Ink 


Photomechanical Inks. J. 5. 
Mertle. Graphic Arts Monthly, 11, 
No. 9, Sept. 1939, pp. 90, 92, 94, 96. 


Formulas are given indicating the 
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general composition of autographic 
transfer ink, tusche, Benday ink, 
developing inks for photo-engraving 
and photo-lithography, photo-litho 
transfer ink, and etching inks for 
photo-engraving. 


Chemistry (Develops New 
Inks). G. Welp. Printing Equip- 
ment Engineer, 58, No. 4, July 19389, 
p. 28; American Ink Maker, 17, No. 
7, July 1939, pp. 21-3. Fast drying 
inks are increasing production 
The 


physical characteristics and anal- 


speeds. chemical problems, 
ysis, psychological and visual 
aspects, and mechanical limitations 
of color must be studied in any con- 
sideration of color matching. Inks 
for many jobs must develop non-rub 
and non-seratch qualities, and must 
also remain open long enough to 
permit second and third impressions. 
Roller washing and setting and the 
selection of the correct paper are 
important. The suitability of paper 
for gloss ink printing can be deter- 
mined by a pick test. It is not 
possible to match every color with 
gloss inks. Inks resistant to deterio- 
rating conditions can be made, but 
not to match all colors. 


Printing Coated Paper on Off- 
set. J. Stark. Lithographers’ Jour- 
nal, 24, No. 6, Sept. 1939, pp. 239, 
259. The tendency of coated paper 
to stick to the blanket is caused by 
excessive pressure. The danger of 
offsetting can be reduced by using 
an ink concentrated in color so that 
a thin film may be used. The use of 
anti-offset dopes is advised against 
as they retard the drying of the ink, 
but enough dryer to suit the particu- 
lar ink to be used can be added. 
Coated papers that sensitize the 
plate due to excessive alum in the 
coating should be discarded. Spray 
guns help the pressman and im- 
prove the finished product. 


Humidity Control. J.B. Nealey. 
Printing, 63, No. 9, Sept. 1939, pp. 
44—5. 
efficiency of workers up to normal; 


Air conditioning keeps the 


and partly or entirely eliminates 
wavy edges and stretching paper, 
baggy 
weight of impression, poor register, 


makereadies, changes in 


roller swelling, and offsetting or 


smudging. Conditioning equipment 
used by several printing and litho- 
graphic plants is mentioned. The 
Sweeney Lithograph Company elim- 
inates paper stretch troubles in their 
unconditioned plant by a method 
which involves keeping an accurate 
record of the temperature and rela- 
tive humidity in the pressroom, and 
of the exact dimensions of the paper 
at that time. The sword hygrometer 
is also helpful in checking the condi- 
tion of the paper. 


New Methods for Testing 
Printing Paper Quality. F. Gre- 
win. Pulp and Paper Magazine of 
Canada, 40, pp. 418-21 (1939). An 
outline of factors affecting the print- 
ing quality of paper. (Chemical Ab- 
stracts, 33 (1939), p. 7105.) 


Quick-Setting Printing Ink. 
C. Ellis. U.S. Putent No. 2,162,331 
(June 13, 1939). A quick-drying 
printing ink composition comprises 
a heat-reactive aminoplast resin, 
pigmenting material, and a liquid 
vehicle in proportion sufficient to 
render the composition a fluent mass 
having thixotropic properties at 
room temperature. Numerous ex- 
amples are given. (Chemical Ab- 
stracts, 33 (1939), pp. 7603-4.) 


Relation of Moisture to Char- 
acteristics in Fine Papers. \. 
Allen. Paper Mill, 61, pp. 15-8 
(Nov. 5, 1988). The significance of 
moisture content in printing papers 
is discussed, and the Verigraph 
method of continuously recording it 
is briefly referred to. The difference 
between moisture content as indi- 
cated by this method and that ob- 
tained by oven-drying is stressed. 
(Chemical Abstracts 33° (1939), p. 


7562.) 


Method of Testing for Ink 
Requirements. F. W. Hoch. U.S. 
Patent No. 2,167,652 (Aug. 1, 1939). 
The method of ascertaining the cov- 
erage of printing ink, which consists 
in taking a sample of the ink, apply- 
ing the ink without pressure in sepa- 
rated film layers, each of different 
and determinable thickness on a 
trial sheet, selecting the desired 
thickness according to color and 
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SPECIAL RAPID PAN —are indispensable 


(Yellow Label Code PP20) for true color 


The universally accepted standard separation work. 
plate for continuous- tone color 
separation negatives for all pur- 


ALL STANDARD 


a SIZES IN STOCK 
SOFT GRADATION PAN * 
(Pink Label Code PP-10) IMMEDIATE SHIPMENT 
Used the world over for exacting * 
reproductions of colored objects LOWER PRICES 


where a longer scale of gradation 
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q Write for 120-page Cat. No. 44 


for complete list of sizes, grades 

Obtain the 252-page “Ilford Manual and specifications of liford Plates, 
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Exceptional opacity permits close contact with print. 


Ground extremely fine. Flows freely from brush, pen Y 
or airbrush. Leaves a thin smooth film that will not PHOTO 
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crack or chip off. Test it yourself — Send for a sample. 
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Phone Algonquin 4-0531 




















A trial will sell when the product is STEP OUT AND SELL 


O K 1 Yy By WILLIAM E. HOLLER. General Sales Manager, Chevrolet 


Therefore we urge every lithographer 
to send for samples of — 


OKAY DEVELOPING INK 


A time tested material with every quality a developing ink 





@ Get a copy for your 
self you will treasure 
it always. It will come 


Is a mental tonic 


@ Give one to each of 


should have also made for deep etch pilates ed Sun nine 
your salesmen and serv 
OKAY OPA UE ice men. It will give 
them a flying start for 

The finest negative opaque on the market consistency and 1940 


@ Give one to your best 
customers and prospects 
They will value it highly 
and as a gift it will click 
with them 


satisfaction assured 


MASKING OPAQUE 
A recent development, a water soluble opaque for masking on 
celluloid sheets; smooth flowing and non-sticking in humid 
weather 
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} lee (7 
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coverage, and determining the 
square inch coverage of the selected 
thickness of ink by dividing the 
amount of film thickness into a unit 
of cubical contents of the ink. 


The Use of Waxes and Case 
Testing Ink in Testing Printing 
Papers. W. A. Kirkpatrick II. 
Paper Trade Journal, 109, No. 12, 
Sept. 21, 1939, pp. 36-8. The merits 
of the use of Dennison and K and N 
waxes and of the Case Ink and the 
[. P. I. gloss testing ink, for testing 
the printing properties of papers are 
given. 


Instrumentation Studies. 
XXXII. The Measurement of 
Compressibility of Paper Under 
Static Load. Institute of Paper 
Chemistry. Paper Trade Journal, 
109, No. 13, Sept. 28, 1939, pp. 18 
20, 22. A compressibility gauge has 
been designed which will give repro- 
ducible measurements of paper 
thickness under pressures up to 100 
pounds per square inch that are 
accurate to +0.00002 inch. These 
results can be reproduced by sev- 
eral operators. There are significant 
differences in compressibility, ex- 
pressed as percentage of thickness of 
the paper, between the different 
grades of paper and between some 
of the papers within a given grade. 
In at least one case, practical trial 
printing tests have indicated that 
differences in compressibility may 
be responsible for variations in print- 
ability. However, these printing 
tests are far too meager to give a 
valid conclusion. 


Ink. E. St. John. Inland Print- 
er, 103, No. 6, Sept. 1939, pp. 65-8. 
The causes and prevention of scum- 
ming, etching, piling and polishing 
are given. Wetting qualities of the 
pigment, dispersion and _tinctorial 
value are important in offset ink 
making. The four methods of drying, 
by evaporation, oxidation, penetra- 
tion and gelation, are described. 
Synthetic resins and waxes, naph- 
thenate driers and synthetic solvents 
have aided in the development of 
inks resistant to deteriorating con- 
ditions, gloss inks, overprint var- 
nishes, spirit varnishes and lacquers. 
Developments in tin printing, me- 
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tallic inks, lamination, and synthetic 
lacquer and flint-glazed paper sur- 
faces are discussed, and the need of 
further research on ink problems, 
particularly on color matching, is 
stressed. Paper, ink, rollers and at- 
mospheric conditions should — be 
standardized. 


Little Encyclopedia for Ink 
Problems. Anonymous. Printing 
Equipment Engineer, 58, No. 5, Aug. 
1939, p. 13. The following ink trou- 
bles and their remedies are discussed : 
(1) failure of the ink to follow the 
fountain roller, (2) caking or piling, 
(3) chalking, (4) collecting of for- 
eign particles, (5) crystallization, 
(6) faulty distribution, (7) too rapid 
drying, (8) too slow drying, (9) fad- 
ing, (10) hazy printing, (11), poor 
lifting, (12) mottle or blotched print- 
ing, and (13) lack of snap. 


Planographic Printing Sur- 
faces and Plate Preparation 


Coating Materials for Litho- 
graphic Plates. W. H. Wood (to 
Harris-Seybold-Potter Co.). Cana- 
dian Patent No. 380,538 (Apr. 4, 
1939). Coatings for lithographic 
plates consist of a halogenation prod- 
uct of polyvinyl alcohol, its ethers 
or its esters. (Chemical Abstracts, 33 
(1939), p. 5553.) 


Lithographic Plates. W. H. 
Wood (to Harris-Seybold-Potter 
Co.). Canadian Patent No. 380,537 
(Apr. 4, 1939). To make the non- 
printing portions of lithographic 
plates water-attracting and _ ink- 
repelling, they are treated with 
acrylic acid or certain alkylated de- 
rivatives thereof, e.g., alpha-meth- 
acrylic acid or their salts, polymer- 
ized to be water-soluble. (Chemical 
Abstracts, 33 (1939), p. 5556.) 


Miscellaneous 


Dermatitis and Coexisting 
Fungous’ Infections Among 
Plate Printers. P. A. Neal and 
C.W. Emmons. U.S. Public Health. 
Serrice, Bulletin No. 246. A survey 
of dermatitis among workers ex- 
posed to printing inks and cleaning 








materials resulted in the recommen- 
dation of pre-employment and peri- 
odie medical examinations in which 
particular attention is paid to skin 
diseases. In the case of non-indus- 
trial dermatitis, the advice of the 
physician as to whether to continue 
to work or not should be followed; 
if industrial, the causative agent 
should be removed. Persons suffer- 
ing from certain constitutional dis- 
eases, a list of which is given in the 
bulletin, should not be employed in 
occupations handling inks. Eleven of 
thirteen inks used in a letterpress 
establishment surveyed caused der- 
matitis among the plate printers. 
(Inland Printer, 103, No. 6, Sept. 
1939, p. 98.) 


Health Hazard in Print Shops. 
E. G. Meiter. Jnland Printer, 103, 
No. 6, Sept. 1939, pp. 96-8. The 
effects and prevention of the follow- 
ing hazards of the printing industry 
are discussed: (1) lead as a poison 
hazard; (2) volatile solvents as 
health, dermatitis, fire and explo- 
sion hazards; (3) nitrogen peroxide; 
(4) poor illumination; and (5) bronz- 
ing as an explosion hazard. Ex- 
haustive tests prove that, outside of 
a few cases of allergy, spray solu- 
tions used in anti-offset guns are not 


harmful. 
- 


New Reprint Series by Offset 


Columbian Art Works, Inc., Mil- 
waukee lithographing concern, 
placed on sale in October the first 
twelve of a series of lithographed re- 
prints of recent popular books to 
sell at 25 cents each. The volumes 
are selected from lists of  well- 
known publishers and_ originally 
sold at $2 to $3 each. The editions 
are pocket size, overall page dimen- 
sions being 4 3/8 x 7 1/16 inches, 
and type line 3 3/8 inches long. 
Each book weighs an average of 
six ounces. They are bound in 
heavy paper covers with color to 
indicate nature of contents, red for 
mystery and crime stories, green 
for travel and adventure and blue 
for general fiction. Columbian Art 
Works executives claim these are 
the first books to be produced on 


high speed offset presses. 
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BAUM 


THE FASTEST SELLING FOLDERS 
In AMERICA 





Shown above — the world’s greatest folding machine 
value. Accurate to a hair. Thinnest Bible stock to heavi- 
est paper. |, 2, 3, 4 or 5 folds in one operation. 15,000 
to 50,000 folded signatures an hour. Also die-cuts, 
perforates and cuts. Only $95 initial — $30 a month. 


RUSSELL ERNEST BAUM 


615 CHESTNUT ST. PHILADELPHIA, PA. 








INTERNATIONAL 
PRESS CLEANERS 


are daily demonstrating their efficiency in in- 
creasing Output and Lowering Production Costs 





REMOVABLE ORIP PAN 


THIS IS OUR METHOD OF REMOVING INK FROM PRESS 


We invite you to take advantage of our thirty day trial 
offer. If interested write and let us know the size and 
make of your press. 


INTERNATIONAL 
PRESS CLEANER & MFG. CO. 


112 Hamilton Ave. 
Cleveland, O. 
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MARTIN DRISCOLL & CO. 


610 FEDERAL STREET - CHICAGO, ILLINOIS 
BRANCH PLANT IN MILWAUKEE, WISCONSIN 














LITHOGRAPHERS 
TO THE TRADE ONLY 


SINCE 1921 
* 
PHOTO OFFSET 


COLOR 
COMMERCIAL 


LETTERHEADS, ETC. 
in combination on 
Whitings Mutual Bond 


HINSON, McAULIFFE CORP. 


205 EAST 12th STREET NEW YORK, N. Y. 
Tel.—GRamercy 7-0180 
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The Tobacco Market 


( from page 23) 

corner of Fifth Avenue and 42nd 
Street in New York. Windows of 
that sort rent for as much as $200 a 
week and the average for the 
country as a whole for de-luxe 
windows is from $20 to $25 a week. 

The second type of window dis- 
play is that used by the Camel 
company, which believes that the 
less expensive type is best suited for 
its purposes, and at the same time 
thinks that it should be seen every- 
where. The company will ignore no 
how small, in 


outlet, no matter 


order to obtain maximum circu- 
lation for its display material. Fre- 
quently, it will pay a slight pre- 
mium for the use of the type of 
window it is particularly interested 
in. Usually the premium is paid for 
at the rate of one or two packages 
of cigarettes, or a carton, to the 
dealer; or, inafew instances, a dollar 
a week. The company operates on 
the principle that there is no outlet 
in the country handling Camels 
which does not deserve some type 
of display piece. 

Unknown brands, that is, brands 
that are not advertised nationally, 
go in for window, and particularly 
counter displays, even more heavily 
than the 
For instance, the Reynolds company 


well-established brands. 


has a tobacco called George 
Washington which is not nationally 
Practically all of the 
that 


particular tobacco is spent for one 


advertised. 
money used to promote 
medium, the counter display. The 
the 


brand makes every effort to get his 


merchandiser of unknown 
product on display either on the 
counter or in the window. 

The cigarette companies employ 
three methods, principally, in 
placing their window and counter 
displays. Companies like Chester- 
field, employing the de-luxe window, 
hire installation companies to in- 
stall their displays. Advertisers who 
believe in the use of a great number 
Camel 


of displays, such as_ the 


company, will in some instances 


hire installation companies, but 


they rely chiefly on the efforts and 
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activities of their own salesmen. 


The 


vertised, or unknown, brands rely 


manufacturer of the unad- 


on a combination of the two 
methods, that is, use of installation 
companies and use of the company’s 
own sales force, or the jobbers’ 
force. 

In the cigarette field, from the 
litho standpoint, posters and point 
of-sale material are the two media of 
chief interest. In a great many cases, 
the designs used on the posters and 
the point-of-sale material duplicate 
each other. The pretty girl motif is, 
of course, an almost stereotyped 
and accepted type of illustration, 
although sports, current fads, and 
hobbies are popular subjects. The 
cigarette industry lends itself ideally 
to Christmas promotion, especially 
so in the last few years when the sale 
of gift boxes of cigarettes has very 
nearly been tripled. Chesterfields, 
Lucky Strikes, Camels, Philip 
Morris, Old Golds, Kools, Marlboro, 
Twenty Grands, Spur and Pall Mall 
are all heavy and consistent users 
of both posters and_ point-of-sale 
material. 

There is one rather significant 
development in the promotion of 
cigarettes which in my opinion has 
not yet been fully tapped, but which 
should offer an opportunity for in- 
creased sales of lithography. For 
some time now the large cigarette 
companies have been spending large 
sums of money for radio adver- 
tising. As a gesture of appreciation, 
and in order to encourage them to 
spend more,—and at the same time 


to protect their own interests, 
local radio stations have been assist 
ing in the merchandising of 
tobacco products. Today the radio 
station should work closely with 
the tobacco outlets in its locality, 
by furnishing window and counter 
displays which tie in with the ciga 
rette companies’ radio program. 
Some radio stations do do this to a 
great extent already, but there are 
others who could probably exert 
more effort in this type of promo- 
tion. Some of the large cigarette 
companies, of course, are already 
putting the pressure on local radio 
stations to spend money on display 


material, so that the sponsor will 





get a larger audience for his pro- 
gram. 

As to the specific types of display 
material now being used, the recent 
experiences of the Camel company, 
particularly in drug store outlets, 
has led to the belief that a greater 
return can be obtained from display 
material if it concentrates on count 
er and package displays inside the 
store. This manufacturer is of the 
that the 
comes into the store with the idea 


opinion consumer who 
of buying cigarettes can be switched 
from one brand to another if there 
is a last minute reminder on the 
counter where he makes his pur- 
this 


facturer is tending more and more 


chase. Consequently, manu- 
toward counter rather than window 
displays for drug store outlets only, 
that is, feels that the 


consumer who comes to the tobacco 


because it 


counter is already set on buying 
cigarettes: the question to be de 
Which shall I buy? The 


counter display helps decide him. 


cided is, 


School Annuals 
Sir: 


We have read several issues of 
your publication, Mopern Liruoc- 
RAPHY and in the recent issue note 
some statement with regard to 
school annuals. 

We want tu point out to you that 
we are the pioneer in the publica- 
tion of school annuals by the photo- 
lithographic offset method of print- 
ing. As far as we know, we are the 
first ones to have published any 
annuals by this method. 

Also, as far as we know, we are 
the first ones to have published a 
school annual by the deep etch 
method of offset-lithography. We 
merely mention this as editorial 
information for you. 

We thought you might be inter- 
ested in having facts whenever you 
write any information with regard 


to publications. 
Yours very truly, 
W. M. Welch Mfg. Co. 


E. C 
Litho Production Dept. 


. Schroeter Mer. 


Chicago, Ill. 
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This is a classified list of the companies which advertise regularly in MODERN LITHOGRAPHY. It will aid you in locating 
advertisements of equipment, materials or services in which you are particularly interested. Refer to the Advertisers’ Index, on page 65 for page 
numbers. " Say you saw if in V odern Lithography . 


CHEMICALS 


Ayfa- Ansco ( ‘orp 


hemical Co 


Fastman Kodak Co 
Fink-Roselieve Co., Inc 
Harris-Seybold-Potter Co 
Philip A. Hunt Co 


Litho Chemical & Supply Co 
Mallinckrodt Chemical Works 


Merck & Co., Ine 
Norman-Willets Co 


Phillips & 
Harold M 


Jacobs 


Pitman Co 


Senefelder Co., Inc 


JH &G 
FILMS 


Agfa Ans« 


B Siebold., Inc 


o Corp 


G. Cramer Dry Plate Co 
Eastman Kodak Co 


Hammer Dry Plate & Film Co 


Norman-Willets Co 


Harold M 


GRAINING 


. Pitman Co 


AND REGRAINING 


(Zine, Aluminum, Glass and Multilith Plates) 


Bell Litho Plate Graining Co 


Corey, F 
Allan B. ¢ 
Fuchs & I 


International Printing Ink Corp. 
Litho Plate Graining Co. of America, Ince 
Reliable Litho Plate Graining Co 


Senefelder 


Standard Litho Graining Co. 


ang Mfg. Co., 


E., Co., The 
‘roke & Co 


Co., Ine 


Div. General Printing Ink Corp 


GRAINING AND REGRAINING MATERIALS 


American Graded Sand Co. 
International Printing Ink Corp. 


Senefelder 


J.H.&G. 


INKS— (Varnishes and Dryers) 


Co., Inc 
B. Siebold 


C. W. H. Carter (Varnishes and Dryers only) 


Crescent Ink & Color Co. of Penna. 


Martin Driscoll & Co 
Howard Flint Ink Co 


Fuchs & L 
Gaetjens, Berger & Wirth, Inc. 
International Printing Ink Corp. 
McCutcheon Bros. & Quality, Ine 
F. G. Okie 


The Senefe 
J.H.& G. 


ang Mfg. Co., Div. General Printing Ink Corp. 


, Inc. 


‘Ider Co., Inc 


B. Siebold, Inc 


Sinclair & Carroll Co. 


Sinclair & 


Valentine Co 


Zeese-Brandt Ink Corp. 


MISCELLANEOUS 


Advertising Typographers of America, Inc 
Russell Ernest Baum (Folding Machy.) 


, The (Typography) 


Chicago School of Printing and Lithography (School) 


Ralph ©. Coxhead Corp. (Composing Machines) 


Ben Day, Inc. (Shading Medium) 





Dexter Folder Co. (Folding Machy.) 

Gast Mfg. Corp. (Vacuum Pumps) 

C. B. Henschel Mfg. Co. (Bronzers) 

Hinson, McAuliffe Corp. (Trade Lithographers) 

International Business Machines Corp. (All-Electrie Carbon 
Ribbon Writing Machines) 

Leiman Bros., Inc. (Vacuum Pumps) 

Seybold Division. Harris-Seybold-Potter Co. (Paper Cutting Ma- 
chines) 


PAPER 
Chillicothe Paper Co. 
Hammermill Paper Co. 
Strathmore Paper Co. 


PLATE MAKING EQUIPMENT & SUPPLIES 

American Type Founders Sales Corp. 

Artists Supply Co. (Opaque) 

California Ink Co., Ine. 

Allan B. Croke & Co. 

Craftsman Line-Up Table Corp. (Line-Up and Register Table) 

The Douthitt Corp. 

Fuchs & Lang Mfg. Co., Div. General Printing Ink Corp 

C. P. Goerz American Optical Co. (Lenses) 

International Photographic Research Laboratories (Cameras 
Densitometers) 

Kellogg Division, The American Shoe Brake & Foundry Co. 
(Tray Coolers) 

William Korn, Ine. 

Lanston Monotype Machine Co. 

Macheth Arc Lamp Co. (Are Lamps) 

National Carbon Co., Inc. (Carbons) 

Norman-Willets Co 

F. G. Okie, Inc. (Opaques - Developing Inks) 

C. F. Pease Co. (Are Lamps) 

Harold M. Pitman & Co. 

Rutherford Machinery Co., Div. General Printing Ink Corp 

Senefelder Co., Inc. 


PLATE MAKING SERVICES 
Photo-Litho Plate Service Co. 
Swart-Reichel, Inc. 


PRESSROOM EQUIPMENT & SUPPLIES 
M. L. Abrams Co. 
American Type Founders Sales Corp. (Presses -Offset Spray 
(run, etc.) 
Bingham Brothers Co. (Rollers, ete.) 
Sam’! Bingham’s Son Mfg. Co. (Rollers) 
Fuchs & Lang Mfg. Co., Div. General Printing Ink Corp. 
Godfrey Roller Co. (Dampening Rollers) 
Harris-Seybold-Potter Co. (Presses) 
Ideal Roller & Mfg. Co. (Rollers) 
International Press Cleaners & Mfg. Co. (Press Cleaner) 
International Printing Ink Corp. 
Johnston Paper Co. (Make Ready Tissue) 
Miehle Printing Press & Mfg. Co. (Presses) 
Ortleb Machinery Co. (Ink Agitators) 
Rapid Roller Co. (Rollers and Blankets) 
Roberts & Porter, Inc. 
Senefelder Co., Inc. 
J.H. & G. B. Siebold, Inc. 
Sinclair & Valentine Co. (Blankets) 
Vulean Proofing Co. (Rollers and Blankets 
H. Weinstein Mach'y. Co. (Machinists — Used Press Equipment) 
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Classified 





Classified Advertising All classified ad- 
vertisements will be charged for at the rate 
of ten cents per word. $2.00 minimum, 
except those of individuals seeking employ- 
ment where the rate is five cents per word, 
$1.00 Address all 
Classified Advertisements with Box Number, 
care of Modern Lithography, 254 W. 31st 
St.. New York. 


minimum. replies to 


Wanted Immediately: 


First class offset press- 
man for a large Harris single color. 
Must be 
quality work black and white and 


capable of producing 


colors. Give full information with 
references. Box 515. 
For Sale: 

Offset  Lithographing 
Plant, 28” x 42” Harris and 14” x 
20” Columbia Offset Presses, Whirl- 
er Vacuum Frames, Proofing Press, 
Ben Day equipment. A-1 condition. 
Excellent buy. Address Box 517. 


For Sale: 

One 31” Rutherford all 
metal Darkroom Planograph Cam- 
era. One 44” Levy all metal Dark- 
room Camera with screen mechan- 
ism. One 25” focus B. & L. Lens. 
One 44” x 64” H. & B. Photo-com- 
poser complete with register device. 
Several pairs arc lamps, vacuum 
printing frames, etc. Allan B. Croke 
Co., 163 Oliver St., Boston, Mass. 


For Sale: 

Zeiss Apo-Tessar 
2914" 
Printing Frame 35” x 45” 
$145.00. Macbeth camera lamps 
type U. Pr. $75.00. 22” x 28” all- 
metal printing frame $80.00. 
Singer Engineering Co., camera and 
lamp experts, 242 Mott St., New 
York. Worth 4-6088. 


Lens 


(color corrected), Vacuum 


Advancement Wanted: 


Young married man, 25, 





ambitious, fast learner, with High 
School and 18 mo. Business College 
education. Now employed four years 
by small company as plate-maker, 
chemist, pressman’s helper and sole 
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operator of cutter, folder, stitcher, 
drill and other bindery equipment. 
I am offset- 
lithography, wish to make it my 
life-work with larger company that 
hasan opportunity foradvancement. 
Address Box 518. 


enthusiastic about 


For Sale: 

30 x 36 R. Hoe offset 
proofing press. Good condition. 
Forbes Litho. Mfg. Co., Box 513, 
Boston, Mass. 


For Rent: 

Harris 57 L offset press, 
in perfect running order, also com- 
plete camera equipment including 
dark room. 
interview state your experience and 


Terms reasonable. For 


what proposition you offer. Address 
Box 520. 


Trained Help: 
Do your plans include 
enlarging your Offset Department? 
The Chicago School of 
Printing & Lithography can supply 
you with well-trained cameramen, 
plate makers, and offset pressmen. 
Or, you can send men from your 
other departments for special, in- 
tensive training in Offset Lithog- 
raphy. We offer both day and eve- 
ning courses which run for twelve 
week terms. New term begins De- 
cember 4. Why not write or phone 
Harold E. Sanger, Director, Chica- 
go School of Printing & Lithog- 
raphy, Six-Ten Federal Street, Chi- 
cago, for assistance in your offset 
employment problems? 


Situation Wanted: 

Camera, stripper, plate 
maker: 15 years experience, layout 
and handle work from camera to 
press. Working foreman. Fast repro 
worker. Address Box 514. 


Wanted: 
Alert young 
would like to make connection with 


woman 
growing offset concern. Extensive 
experience in preparation of copy, 
masking, paste-ups, layout, design, 
details. 


in fact, all production 


College graduate. Will go anywhere. 


Salary secondary. May I hear from 
you? Address Box 513. 


Position Wanted: 

Young man, experienced 
production and cost, full charge 
time system, rate setting, analyst, 
steno and typing, make good as- 
sistant to busy executive. Address 
Box 519. 


Situation Wanted: 

Thoroughly experienced 
offset pressman on color and process 
work, wishes day or night work. 
Best of reference. New York City 
only. Address Box 521. 


Situation Wanted: 

First 
and plate maker with executive ex- 
perience, seeks connection as work- 


class cameraman 


ing foreman or in supervisory capac- 
ity. Address Box 522. 


Save lettering time and 
effort with a SHowcarDER. Modern 
alphabets on perfected — stencils. 
Make “blocking in” a 


speedy process. In constant use by 


simple, 


many recognized craftsmen. Write 
SHOWCARDER, 51814 North Prior 


Ave., St. Paul, Minn. 


General Information Concern- 
ing Inventions and Patents 


A reference book for in- 
ventors and manufacturers, also 
containing sections on the registra- 
tion of trade-marks and copyrights, 
and a “Schedule of Government and 
Attorneys’ Fees’’—sent free on re- 
quest. Simply ask for “‘ booklet” and 
‘fee schedule.”” Lancaster, Allwine 
& Rommel, Registered Patent and 
Trade-Mark Attorneys, 402 Bowen 
Building, Washington, D. C. 


Robert Lee Johnson, Johnson 
Inc., offset and letterpress printers, 
St. Louis, was elected 
secretary of the Advertising Club 


of St. Louis. 


recently 


Louis, has 
2021 


Baker Paper Co., St. 
moved to new quarters at 


Blvd. 


Delmar 
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LITHOGRAPHIC ABRASIVE GRAINING MATERIALS 
* 


AMERICAN GRADED SAND CO. 


CHICAGO, ILL. 





























Qt 


Jsers report long runs from plates treated with 
DU a X; 125 thousand impressions and more from al- 
bumen plates! 


More brilliance — longer life — protection against 
“filling up” and “blinding” on press are important ad- 
vantages of Durex. — Reduce your plate troubles the 
easy, inexpensive DUREX way! Write for details 
today! 


CENTRAL CHEMICAL COMPANY 


300 Brandeis Theatre Bldg. Omaha, Nebraska 











LEIMAN BROS. ROTARY 
VACUUM 
— PUMPS — 


Blowers, Gas Pumps, 
Air Motors 
For operating Gas Burr 
ng Blowpipes 
Furnaces 
Oil Burners 
Paper Feeders 
Bottle Fillers 
308 Machines 
Atomizing 
Agitating Liquids 
Vacuum Printing Frames 
Printers, Bookbinders 
Machinery 
Efficient 
Powerful NOISELESS 


LEIMAN BROS. 
23 Walker Street 
NEW YORK CITY 


—we 



























We compliment the trade of 
modern lithographers for their achievements! 


LET US PROVE OUR MERITS IN THIS FIELD 





Contact Us For 


LITHO EQUIPMENT 
and SUPPLIES 


THE DOUTHITT CORPORATION 


650 W. BALTIMORE AVE. DETROIT, MICH. 








KORN’'S 


LITHOGRAPHIC CRAYONS 


7 CRAYON PAPER PENCILS 
- STICK TUSCHE 

“ig LIQUID TUSCHE 

- RUBBING INK 

<i TRANSFER INK 


AUTOGRAPHIC TRANSFER INK 
MUSIC-PLATE TRANSFER INK 





Manufactured by 


WM. KORN, 


) WEST STREE] 


INC. 


NEW YORK 


) 
LOK 
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ONE STAND AND CUTTER FREE 


WITH INITIAL ORDER 





WISSVE 





| WAKE _ REA 











CHESTERFIELD 


MAKE-READY TISSUE 


NATIONALLY USED BY PRINTERS AND LITHOGRAPHERS 
191/,", 251/,", 381", 44", 48" and 541/," Rolls 
in Lithographer’s Weight. 
15” and 20” Rolls in Printer’s Weight. 


THE JOHNSTON PAPER CO. 


2060 READING ROAD CINCINNATI, OHIO 

















Multilith Owners! 


May we give you an estimate on the cost 
of regraining your 10 x 15 plates? 


The highest quality at the lowest price 
Investigate Today! 


GENERAL LITHOPLATE COMPANY 


116 FIFTH AVE., S. W. CEDAR RAPIDS, LOWA 
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Reveals Production Problems 

Disputing the claim of an Illinois 
daily newspaper that it was the first 
daily to be produced by offset, the 
of The leading 
morning newspaper of Melbourne, 


publisher Argus, 
Australia, which has employed off- 
set for the past two years, reveals 
some interesting production details 
in a recent issue of Editor & Pub- 
lisher. Each Saturday the Weekend 
Magazine, supplement of the paper, 
offset. For quick 
production, according to the pub- 
lisher, offset has proven highly 
satisfactory. In addition, he claims 
that it has justified itself as a circu- 
lation stimulant, an advertising 
revenue producer, and as a techni- 


is printed by 


cal achievement. Here are some of 
the details, as given by the writer: 


The supplement is printed on a high speed 
web rotary offset machine, which has been in 
operation since 1926; it is a 24-page tabloid, 
12144” x 167%” page size, 20 pages printed 
in one color, and 4 pages in three colors. 

The machine is a four-roll web rotary 
offset high-speed Vomag machine, comprised 
of four perfecting printing units and three 
folders with a production speed of 10,500 
copies per hour per folder. The machine will 
print from 8 pages to 32 pages in multiples 
of four: 

32 pages in single color at 10,500 copies 
per hour. 

16 pages in single color at 21,000 copies 
per hour. 

8 pages in single color at 31,000 copies 
per hour. 

For the weekly production, all the units 
of the machine are in use feeding to one 
folder, producing a 24-page magazine section 
at the rate of 10,500 copies per hour. 

It is handled as a newspaper job and type 
is set up and made up in page form. A time 
schedule is arranged for each section to go to 
press, and advertisements are taken for the 
last section within two hours of going to press. 

Copy for color advertisements is required 
two days before going to press. 

The machine is on production speed within 
1% hours of plates being delivered to the 
machine department. 

The stock used for printing is the ordinary 
newsprint 32 lbs. 

There is no difficulty experienced in print- 
ing or obtaining register on this class of 
paper, and the whole cost of production is 
economical. 

The offset plates are produced by photo 
offset process and stand up to the high 
speed, and fluff, which is inevitable in the 
use of newsprint. 


Order Hoe Presses 

R. Hoe & Co., New York, recent- 
ly received orders for eight Hoe 
metal decorating presses to be 
shipped to the following companies: 
Wheeling Steel Corp., American 
Continental Can Co., J. L. 
and Ad- 


Can Co., 
Clark Manufacturing Co., 
vance Metal Litho Co. 
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Are you just another wool 
gatherer? Do you “bleat” 
about the bush? 


Or do you have a definite promotion progranc planned for your 


company? 


A wool gatherer is a guy who indulges in vagrant fancies, purposeless 
imaginings; the sort of an egg who sprawls all over his desk and stares 
into space and thinks “Wouldn't it be fun to make a million dollars?” 
We have nothing against day dreamers, we occasionally spin out one 
ourselves now and then, but we do protest that if you must dream, 
for the luvva Ned do something about making those dreams a 
reality. For example, right now somewhere in the back of your head 
is the pleasant thought that the next six months should probably mean 
more business for you due to the general improvement. And so it 
should. But what do you think More Business is going to do, knock 
at your door, come in and shake your hand and say “Here I am, boss!"? 
Not on your old tintype! More Business will only be yours if you go 
out and get it. And one of the most effective and efficient ways “to go 


out and get it” is to advertise regularly in 


Modern LITHOGRAPHY 


254 WEST 3ist STREET NEW YORK, N. Y. 
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LL the shouting and noise over 
A the date of Thanksgiving Day 
pales into insignificance, and looks 
pretty silly, indeed, set beside a 
commentary we read in a British 
graphic arts trade paper, The British 
and Colonial Printer, the other day. 
We quote: “At the time of writing 
(Oct. 5), the lithographic trade is in 
an unusually depressed and con- 
fused state . . . due to the general 
air of uncertainty which prevails. . 
Most lithographic houses are suffer- 
ing from a shortage of work, and 
this state of affairs is likely to con- 
tinue indefinitely . . . The shorter 
days ahead, combined with the ab- 
sence of shop window lighting (black 
outs), will most certainly have an 
effect on the requirements of cut- 
outs and the more elaborate show- 
cards for window dressing displays 

. Added to this, the recent in- 
creases in cost of printers’ supplies, 
inerease the normal difficulties of 
the Master Printer enormously.” 

Come right down to it, who should 
care when we celebrate Thanksgiv- 
ing Day so long as we have some- 
thing for which we can honestly be 
thankful? 


Some inks require a dryer. Some 
don't. You've got to know which 
you're using, that’s an inflexible rule 
of the pressroom, because if you're 
using a variety of the former and 
you don’t use a dryer the ink just 
will not dry. The cover of our last 
month's issue was a good example of 
what happens when that rule is 
broken. There wasn’t any dryer 
used and there should have been. 
The point is: know your ink; and 
don't always blame. it first thing 
when you have trouble. Chances are 


the cause lies nearer home. 


Speaking of chances: have you by 
any chance neglected to renew your 
subscription to Mopern Lirnoc- 
RAPHY? Eheu! fugaces ... you know. 


So do it now! 


MoperN LITHOGRAPHY 
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You're not only 77 it—you’re prepared 















for profits in it. Harris Presses are 
the result of skillful design and 
planning by craftsmen in Offset. 
They're not FOLLOWING Offset 
as a method; they’re actually among 
those who have planned and con- 


tinue to plan the future of Offset. 


With a Harris Press you become a 


part of what Harris Craftsmen have 





helped make the fastest growing 








market. They build presses for that 
17x22 . . Single Color 22x34 . . Single Color ; 
21x28 . . Single Color 26x40 . I-Color « 2-Color method because they know its requitc- 
35x45 . I-Color * 2-Color ments. With a Harris Offset Press you 
42x58. . . . . t-Color « 2-Color ¢ 3-Color « 4-Color ; ; 
46% x 68% . . . I-Color* 2-Color « 3-Color « 4-Color profit in the fastest srowing market 











HARRIS - SEYBOLD > POTTER > COMPANY! 


General Offices: 4510 East 7ist Street; Cleveland, Ohio * Harris Sales Offices: New York, 330 West 42nd Street; Chicag , 34 
South Dearborn Street; Dayton, 819 Washington Street; Atlanta, (Harris-Seybold-Potter Sales Corp.) 120 Spring Street |i. W:i 
San Francisco, 420 Market Street. * Factories: Cleveland, Dayton. 









